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UNDERWOOD'S GOLDEN TOUCH CREATES 
‘DATA-FLO” FOR LOW COST DATA PROCESSING... 










EVEN THE COFFEE BREAKS COST LESS! 


One Data-Flo* girl outperforms so many old fashioned 
clerks that all fixed clerical costs go down — coffee 
breaks included. 

Almost any office can afford this punched tape sys- 
tem for typing and filing data. Underwood has simpli- 
fied data processing by standardizing components—by 
job-fitting to avoid costly unused capacity—by devel- 
oping an electronic brain that enables simple compo- 
nents to do many jobs at once. 

By selecting universal, clear-cut paperwork prob- 
lems—then seeking simpler, less costly solutions— 


TYPEWRITERS ADDING AND ACCOUNTING 


DATA PROCESSING SUPPLIES 


Claleisa'e 


Business machines and systems to master your paperwork 


Underwood has developed remarkable new products... 
% % A digital computer scaled down to office size. 
& & A 7% Ib. electric adding-subtracting machine so 
compact it fits in your hand. 

% 3 An electric typewriter with an entirely new key- 
board design to ease typing strain. 

There are more, of course, and still more on the way. 
For simpler, less costly ways to master paperwork, call 
Underwood. The advice you'll receive is based on 64 
years of experience. Products are backed by over 


2000 expert servicemen. 
*An Underwood Trademark 


ELECTRONIC CONTROLS 











THE STROMBERG TRANSACTER SYSTEM 


FOR INDUSTRIAL DATA COLLECTION 


Until the development of the STROMBERG TRANSAC- 
TER Data Communications System, industrial data gath- 
ering and transmission was a relatively primitive opera- 
tion — completely dependent on manual recording and 
delivery, and subject to human fallibility every step of 
the way. The methods and techniques lagged far behind 
the speed, accuracy and efficiency of electronic machines 
widely used in data processing. 

Now, however, Stromberg Time Corporation has devel- 
oped, installed, and proved under actual operating 
conditions an electronic system which gathers industrial 
data at the factory department location, transmits it to 
the processing center and compiles it on universally 
machineable paper tapes. It provides the heretofore 
“missing link” in industrial data processing. The entire 
operation, from factory departments through compila- 
tion, now takes only seconds — even when multiple 
stations are involved. 


*Trademark of Stromberg Time Corporation. 





Simply stated, the TRANSACTER SYSTEM is the first 
successful data collection system designed specifically for 
use in the factory. It obviates the necessity for intervening 
paper work and clerical operations between widely scat- 
tered data sources and a central processing office. 


Compilation of management reports that has heretofore 
taken days — even weeks — can now be fully accom- 
plished in minutes! Production and inventory control, 
job costing, receipt and shipment, on-line communication, 
job order recording — these are just a representative 
few of the scores of potential assignments for the 


TRANSACTER SYSTEM in modern industry. 


Complete information concerning the Transacter System 
may be obtained from Stromberg Time Corporation at 
Thomaston, Connecticut, or from any of its Sales and 
Service Offices in the U. S. A. 





INPUT MEDIA for the Trans- 
acter System are pre-punched 
cards or tags containing infor- 
mation obtained as a by-product 
of a preparatory function, or 
from master files of repetitive 
information. 


The TRANSACTER (Transac- 
tion Transmitter) accepts input 
media and automatically trans- 
mits a composite message made 
up of fixed and variable infor- 
mation to a_ centrally-located 
Compiler. 





The COMPILER (Receiver- 
Recorder) accepts messages 
from remote Transacter stations 
and synchronously records them 
in programmed sequence on 
paper tape at a speed of 60 
characters per second. 


THE OUTPUT TAPE is suit- 
able for direct input into com- 
munications systems, automatic 
typewriters, tape-to-card con- 
verters for tabulating equip- 
ment, or electronic data-proc- 
essing equipment, 


THE SYSTEM THAT MAKES IT POSSIBLE FOR PEOPLE TO SPEAK TO MACHINES 














The TRANSACTER SYSTEM will be demonstrated at: THE Business Equipment Exposition, Washington, 0. C., September 23-25; 
Systems & Procedures Association, Toronto, October 12-14; Controllers institute Conference, Pittsburgh, October 25-28, 
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TIME CORPORATION 


makers of the world’s finest time equipment 


Thomaston, Connecticut 


SUBSIDIARY OF GENERAL TIME CORPORATION 
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IrectOr offers 


some dramatic answers... 


Clearly, here is the most advanced 
and flexible telephone ever offered 


to business! 


For the executive: The Call Director 
telephone with the new Bell System 
intercom provides fast, easy handling 
of outside and interoffice calls on one 
phone. No extra equipment on your 
desk. It provides up to 18 pushbut- 


tons so you can: 


BELL 


* connect with other office telephones 





* set up interoffice conference calls 





for as many as SUX persons at once 





¢ add another person in your office to 





an outside call. 





For secretaries or clerks who answer 
for a number of people. The Call 
Director has answering and call-hold- 
ing facilities for up to 29 outside, 
extension or intercom lines. 


TELEPHONE SYSTEM 





The 30-button Call Director helps secretaries 
handle more calls, streamlines office operation. 


Smart design. In green, gray or 
beige with contrasting face plates, it 


harmonizes with the décor of any office. 


Find out how this versatile new 
telephone can help speed your com- 
munications— profitably. 


Call your Bell Telephone business 
office for a representative to visit you 
at your convenience. No obligation, 


of course. 
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Workshop for management—ideas you can use right now ..................... 5 cupid op neon o Re 25 
This collection of ideas—based on the experiences of firms throughout the 
country—tells you how to cut costs, save time, build your sales and profits. 

How to manage research and development ‘iiss Wve canbe einen eee Ene 30 
Improved management of research equals better research results. Measure 
your research management against the tested methods outlined here. 

How to sell the hidden plusses in your product PO REN ee 
Even if your product or service is almost the same as the competition’s, 
you can outsell them by stressing the “fringe benefits” of your product. 

Should you lease company cars? a eae Ne Tey ee ARIE te pe er 39 
Whether to lease, buy or let employees provide their own cars can be a 
hard choice. Here are the advantages and disadvantages of each method. 

How to rate an advertising agency :udabae ages eee ee eae Reena SOR OED 205,71 de Al 
Your present ad agency is probably best for your firm. Use this check- 
list to be sure—or to rate other agencies that may court your business. 

How to recruit an executive ......... sah vias ael Uiacceseaia naka Fi aitaeecixsc ote Maen iaad 44 
Here are recruiting methods you can use to fill gaps in your executive 
team—plus reasons why a top caliber executive may refuse your offer. 

What you should know about office salaries ee A oe ee ee ieee . & 
Here are new facts on company practices concerning office workers: 
salary rates, overtime pay, workweek, holidays, and unionization. 

President’s suite away from headquarters SPIE EL el ices cle ARENT 62 
This New York office-away-from-the-office serves a dual purpose for a West 
Coast President: a place for private work and a meeting room for officials. 
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Want more details? 







held confidential. 





ATLANTIC 


SR 


RAILROAD 


(Circle number 106 for more information) 


_ PINCHED FOR WATER ? 


. oo  ) weal ee ATP 


developers. They’ll supply all the facts you want 
about this and many other Coastal 6 sites 
at your request. No obligation — so write, 
wire or phone today. All inquiries 


ORANGE CITY 2 MILES 


ATLANTIC COAST LINE R.R. 


' Then Plant by the St. Johns River 
in the Southeast Coastal 6! 


A river of water for processing, disposal, and shipping! 
It’s yours at this 900-acre St. Johns River site two miles 
from industry-welcoming Orange City, Florida. 


Nearly two billion gallons of water flow by daily in a 12- 
foot channel. Right on a mainline Coast Line track, this 
site offers ready access to high-profit markets and low- 
cost raw materials ... plus the advantages of Florida’s 
electric power and manpower, climate, recreational and 
living facilities. There are paved roads at the site which 
connect with U.S. Highways 17 and 92 at Orange City. 


Ask Coast Line’s trained industrial 






Direct inquiries to: 
R. P. JOBB 
Assistant Vice-President 
Department M-99 
Atlantic Coast Line Railroad 
Wilmington, N. C. 
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“It’s 
fan mail 
...and 

do we 
love it!” 


ea Says H. M. Smith, Second Vice-President 
Director of Sales, Sheraton Corporation 







TYPICAL FAN MAIL: 


@ “A trouble-free convention is my biggest con- 
cern and I’m always confident that things will 
run smoothly at a Sheraton Hotel.”’ 


. - - What a wonderful way for a Sales Director’s day to begin — 
with letters like these crossing his desk. 


You can easily find out what the shouting’s all about. Next time 
you’re planning a sales meeting in a Sheraton city, put matters into the 
capable hands of the Sheraton Sales Staff. These experts will arrange 
for meeting rooms and banquet halls, plan menus and entertainment. 
They offer an immediate cure for all your convention headaches. 


@ “Since I have the responsibility of arranging 
meetings for our organization, | go out of my 
way to take my requirements to Sheraton. I 
know I'll receive the utmost in co-operation.” 


@ “I'm always pleased when I read that you people 
have acquired another hotel — it means there 


will be another Sheraton Hotel at my service FREE PLANNING GUIDE AND CHECK LIST of 149 items — to help your next 


banquet or convention run smoothly. Write to: Sheraton Hotels, National 


when it comes to working out details for our Convention Office, Sheraton-Park Hotel, Washington, D. C. And ask how 
future conventions.” Sheraton can be of service in solving your specific problems, 
EAST PHILADELPHIA, Pa. BINGHAMTON, N.Y. OMAHA, Neb. CEDAR RAPIDS, lowa WEST COAST HAWAII 
NEW YORK CITY Sheraton Hotel Sheraton Inn Sheraton -Fontenelle Sheraton-Montrose HONOLULU 
Sheraton-East " AKRON, Ohio SAN FRANCISCO, Cal. ” Royal Hawaiian 
(the Ambassador) Seorcine-iiitece MIDWEST Sheraton Hotel Sheraton-Palace Princess Kalutont 
Sheraton-McAlpi SPRINGFIELD, M CHICAGO, Itt INDIANAPOLIS, Ind. PUTS Surtrider 

eraton-McAlpin LD, Mass. ‘Blac Sheraton-Lincoin LOUISVILLE, Ky. 

2 Sheraton- Blackstone LOS ANGELES, Calif. 

Sheraton-Russell Sheraton-Kimball Shesaten Yomers FRENCH LICK, Ind. Sheraton Hotel CANADA 


BOSTON, Mass. 
Sheraton-Plaza 
WASHINGTON, D.C. 
Sheraton-Cariton 
Sheraton-Park 
PITTSBURGH, Pa. 
Penn-Sheraton 
BALTIMORE, Md. 
Sheraton-Belvedere 
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ALBANY, N.Y. 
Sheraton-Ten Eyck 


ROCHESTER, N.Y. 
Sheraton Hotel 


BUFFALO, N.Y. 
Sheraton Hotel 


SYRACUSE, N.Y. 
Sheraton-Syracuse Inn 


DETROIT, Mich. 
Sheraton-Cadillac 
CLEVELAND 
Sheraton-Cleveland 
CINCINNATI, Ohio 
Sheraton-Gibson 


ST. LOUIS, Mo. 
Sheraton-Jefferson 


French Lick-Sheraton 
RAPID CITY, S. D. 
Sheraton-Johnson 
SIOUX CITY, lowa 
Sheraton-Martin 
Sheraton- Warrior 
SIOUX FALLS, S. D. 
Sheraton-Carpenter 
Sheraton-Cataract 


The Watterson 


DALLAS, Texas 
Sheraton-Dalias 


MOBILE, Ala. 
The Battle House 


NEW ORLEANS 
Sheraton-Charles 


(Circle number 143 for more information) 


Sheraton-West 
(formerly the 
Sheraton-Town House) 


PASADENA, Calif. 
Huntington-Sheraton 


PORTLAND, Oregon 
Sheraton-Portiand Hotel 


MONTREAL, Que. 
Sheraton-Mt. Royal 
The Laurentien 
TORONTO, Ont. 

King Edward Sheraton 
NIAGARA FALLS, Ont. 
Sheraton-Brock 
HAMILTON, Ont. 
Sheraton-Connaught 
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SAVED: 25 to 30% FLOOR SPACE. Corning does it with Pro-File cabinets and Mod-U-Ell work stations in its Industrial Engineering 
office. Pro-File cabinets fit where an equal number of conventional 4-drawer files could not—right in the aisle—yet provide ease of 
reference to filed material. Arrangement of Mod-U-Ell work stations eases work flow where there is interrelationship of jobs. 


challenge at Big Flats! 











CUSTOM STATION IN A CORNER. The use 
of Mod-U-Ell furniture made possible the 
customizing of each work station to meet 
the requirements of special jobs at no 
more cost than the conventional desk and 
table arrangement. This is a Private Su- 
pervisory office. 





SAVED: 20% FLOOR SPACE. This unique continuous arrangement of Mod-U-Ell lets 
four workers, with interrelated jobs, carry on their work easily without having 
to move. 
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VERSATILE MACHINE DESKS. As used in Corning’s ac- 
counting office, the Y&E 7600-30FBR machine desk holds 
calculating machines. But—as illustrated below—the 
desk can also be used for other office machines . . 





NOW IT’S A TYPEWRITER DESK! Versatile 7600-30FBR 
machine desk is also used in Corning’s Production Plan- 
ning office, inventory control section. Notice the Pro- 
File cabinets for speed and ease of reference, plus the 
Y&E card record files. 


Corning Glass Works takes available office space, 
tailors furniture and arrangement to get jobs 
done smoothly. 

Here are office furniture and arrangement that chal- 
lenge the imagination. 

The furniture is by Y&E—and you can do almost 
anything with it! At the Big Flats, N. Y. plant, Corn- 
ing Glass Works’ Industrial Engineering staff used it 
imaginatively to fully utilize the space in the plant’s 
general offices. 

The Y&E Mod-U-Ell Line, for example, they used 
like building blocks—building on continuously, where 
possible, to save space. A desk top here . . . a pedestal 
there . . . files in here like so. Form fits function. Space 
is well used. All areas are comfortable, attractive, co- 
ordinated in style and color. 

Y&E Pro-Dilé cabinets were specified “for their 
space-saving aspects as well as ease of reference to 
filed materials,” according to Mr. Robert S. Callaway, 








ROOM FOR 2 TO 3 MORE WORK STATIONS! Mod-U-Elis used in Corning’s Process 
Engineering section made expansion of the section possible without crowding, 
yet provided more actual working area through increased working surface. 


Senior Industrial Engineer at the plant. “The coopera- 
tion of Y&E sales representatives, as well as their 
dealer, F. A. Williamee & Son. . . did much to make 
this installation one of the finest in the company.” 

Result . . . what you see on these pages! Try it 
yourself. Let yourself go when equipping your office 
with Y&E furniture and equipment. 

Get a good look at all Y&E has to offer by mailing 
this coupon today. 


*Patented 
pn Lain i RR be a ee oe 
| YAWMAN & ERBE MFG. CO., INC. | 
| 1036 Jay St., Rochester 3, N. Y. i 
| Please send me your free brochure, “Office Furniture | 
| by Y&E,” that highlights the entire Y&E line. | 
DIR. co. hinctnicascostatc cae DI coeknsesicocpcbenninoeh ; 
CII osc sennsessesstscniieniniabameitineatiaaiianeiaassanae | 
: UP OE a sav cckcininctadcceecsuccccdess seen mevedbsineadaeegae = 
eae ne nme 2 ARE aed | 
IR CIN i Bs oS 8 I an 


Ge, Wawman « ERBE MFG. CO., ING. * 1036 JAY ST. > ROCHESTER 3, N. Y. 
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YOU WORK IN STYLE AND COMFORT WITH 
U.S. NAUGAHYDE?® and U.S. KOYLON® FOAM 


FINEST IN VINYL UPHOLSTERY FINEST IN CUSHIONING 


Take a good look at your office. Is it as comfortable as it might be...as 
impressive as it should be? It can be both—as illustrated so perfectly by this 
executive furniture by All-Steel Equipment, Inc. U.S. Naugahyde upholstery 
tailored over the matchless comfort of U.S. Koylon Foam cushioning is the 
answer. Both Elastic* Naugahyde and deep-dimensional Breathable* Nauga- 
hyde are colorful and luxurious, yet remarkably durable and easy to keep clean. 
Next time you buy office furniture, specify U.S. Naugahyde and U.S. Koylon 
Foam cushioning... it’s the ultimate in long-lasting comfort and good looks. 


*Patent applied for 


United States Rubber 





Coated Fabrics Dept., Mishawaka, Indiana 
(Circle number 147 for more information) 
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Prudential Building, 


Los Angeles, passes 


the Giant Janitor’s 
white glove 


test! 





Every room of this beautiful structure, the Western Home Office of 
The Prudential Insurance Company of America, is kept shining 
bright by the world’s largest janitorial specialists, American Build- 
ing Maintenance Company. The Giant Janitor works for literally 
thousands of American and Canadian business firms. He cleans 
windows, empties ashtrays and wastebaskets, washes and waxes 
their floors, often runs their elevators, cleans their machinery, and 
even re-news their carpets and walls. For 50 years, American has 
been saving money for industry... keeping accident rates down, 
and simplifying the gigantic job of running real property. Why not 
call your ABM expert for a detailed proposal for your offices? 
Find out how much money he might save you. No obligation. Send 
for free folder: ‘‘Do You Know the Score on Janitorial Service?” 


AMERICAN BUILDING MAINTENANCE CO. 


A Division of T & S Industries 


Serving more than 40 cities « Address inquiries to 335 Fell Street, San Francisco 2, California or consult your telephone directory 


(Circle number 154 for more information) 
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“Will somebody please find Jensen!" 
(With pagemaster® you'd find him in seconds!) 


How often do you waste enormous amounts of time and 
energy—send your blood pressure soaring—because 
you can’t find key people when you need them? 

With a PAGEMASTER selective radio paging system by 
Stromberg-Carlson you can reach the people you want 
instantly. You can measure the value of PAGEMASTER in 
terms of time, sales—even lives. 

Here’s how it works. Jensen is equipped with a tran- 
sistorized pocket-size radio receiver. When you want to 
contact him, you call him by phone. If he’s away from 
his usual location, your switchboard operator sets his 
private code signal on the encoder (a compact unit 
located next to the switchboard) and flips a switch. 

Instantly his receiver—and no other—responds with 


a pleasant, but commanding signal. He knows he’s 
wanted, picks up the nearest phone and reports. The 
page automatically repeats every 20 
seconds. As many “Jensens” can be 
equipped with receivers as you want. 
You can have a PAGEMASTER system 
engineered to your own requirements, 
whether yours is a single- or multi- 
building operation. Systems are avail- 
able for lease or purchase. As your 
needs grow, you can add receivers with- 
out additional installation cost. “a 
For details, write to us at 201 Carlson Road. Your 
inquiry will bring a prompt and complete response. 





“There is nothing finer than a Stromberg-Carlson” 


STROMBERG -CARLSON 


a oivision ofr GENERAL DYNAMICS CORPORATION 


ROCHESTER 3,N. Y. 
10 


(Circle number 145 for more information) 


MANAGEMENT METHODS 





WHY MODERN 
MANAGEMENT 
LEASES TRUCKS 
from RYDER 


Because truck fleet operation is a special- 
ized business, thousands of firms have 
found it more efficient and less expensive 
to lease their trucks from Ryder. Leasing 
from Ryder lets them: 





1. Have more working capital. 





2. Free executive talent for more 
productive functions. 


3. Operate trucks without interruption. 





4. Budget transportation costs 
accurately in advance. 





Whatever your requirements, Ryder can 
supply you with exactly the kind of trucks 
you need, painted to your specifications, 
with guaranteed maintenance. 





You furnish the drivers, Ryder will do the 
rest. Offices at your service in over 100 key 
cities in the U.S. and Canada. Write or call 
today for full details, 


Write today for free brochure, ‘How Modern 
Management Can Profit from Truck Leasing,’ 
and/or Ryder System’s 1958 Annual Report. 


RYDER SYSTEM, INC. 


Leasing Division 
GENERAL OFFICES: ENGLE BLDG., P.O. BOX 33-816, MIAMI, FLA, 





Fast-growing, publicly-owned Ryder System also operates truck lines in 28 Eastern and Southern states, 
(Circle number 142 for more information) 
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YOURS 


FOR THE 
ASKING 





These booklets—promotional and otherwise— 


contain ideas of possible profit to you. Each 


item listed will be sent to you without cost. 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


W 


How to cut production costs 


A booklet by Hancock Telecontrol 
Division tells how its production con- 
trol technique saves time and costs. 

It describes how a single Telecontrol 
center automates production commu- 
nications—thus eliminating “manage- 
ment by shoeleather.” The system can 
be adapted to both new and estab- 
lished plants. 

The manufacturer states benefits re- 
sulting from Telecontrol equipment 
will easily repay its costs—about $250 
per production machine—in less than 
a year. 

For a free copy of this booklet on 
production control, circle number 256 
on the Reader Service Card. 


W 


' Advertising as a profit maker 


“The Vital Role of the Advertising 
Budget in Sales and Profits” is a new 
30-page booklet authored by Wade 
Advertising, Inc. 

In briefed-down treatment, the 
piece presents the most successful 
methods for determining and allocat- 
ing advertising appropriations. 

Facts given are bolstered by sta- 
tistics, charts and check lists. 

For your free copy of this advertis- 
ing budget guide, circle number 257 
on the Reader Service Card. 


WwW 


How to find markets abroad 


“The Whys and Hows of Exporting 
for Manufacturers” is a 32-page hand- 
book released by the New York State 
Commerce Department. 

It describes various procedures in 
finding export markets and distribut- 
ing goods abroad. 

Subjects include foreign trade op- 
portunities, operation of export depart- 


12 


ments, export credit and financing, use 
of manufacturers’ agents, preparation 
and marking of goods for export, func- 
tions of freight forwarders and mail 
regulations. 

For a free copy of this detailed 
analysis of export operations, circle 
number 258 in the Reader Service 


Card. 


WwW 


Multi-purpose use of space 


A new four-page folder shows how 
to conserve floor space and meet 
changing work space requirements. 

Prepared by Howe Folding Furni- 
ture, Inc., illustrated case histories 
show time, space and cost savings 
made possible through folding equip- 
ment and multi-purpose use of rooms. 

For this free full-color folder, circle 
number 259 on the Reader Service 


Card. 


Ww 


How leasing works 


The case for leasing equipment, 
rather than owning it, is presented in 
a 12-page booklet by United States 
Leasing Corp. 

It points out that leasing enables a 
company to derive profits from both 
equipment and capital. 

Equipment that can be _ leased 
through this firm ranges from the 
smallest piece of office furniture to the 
largest jet aircraft. 

For a copy of “Leasing,” circle num- 
ber 260 on the Reader Service Card. 
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Record retention guide 


Inactive and dead records can con- 
sume valuable office space. To rate 
efficient use of filing space, Cirker’s 
Moving and Storage Co., Inc., has 
prepared a Space Rater. This box 


score device outlines a simple method 
of evaluating space in terms of file 
cabinets, square feet and costs. 

Simple arithme*ic reveals actual 
cost of housing records on your prem- 
ises. This cost can then be compared 
with that of outside accessible storage 
for inactive records. 

A handy record retention chart 
gives data and rules governing legal 
retention periods for various records 
and documents. 

For both Space Rater and Record 
Retention Guide, circle number 263 
on the Reader Service Card. 
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Furniture for the executive 


A comprehensive collection of fine 
office furniture is pictured in a new 
80-page catalog by Dunbar Furniture 
Corp. 

Suggested room settings and furni- 
ture arrangements are also illustrated 
in full color. 

The extensive collection, designed 
by Edward Wormley, includes a wide 
variety of desks, storage units, tables, 
chairs, sofas and coordinated acces- 
sories. 

For a free copy of this fine catalog, 
circle number 262 on the Readers 
Service Card. 


Ww 


How to retire creatively 


“10 Commandments of Creative Re- 
tirement” are given in a booklet au- 
thored by Bruce Barton, noted adver- 
tising executive. 

It discusses the steps an individual 
should take both before and after re- 
tirement. The suggestions presented 
are based on a survey made of Phoenix 
Mutual Life Insurance policyholders. 

For your free copy of this 10-page 
Phoenix booklet, circle number 261 on 
the Reader Service Card. 
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OST REDUCTION, a vital problem in all divisions 
‘& of a business is nowhere as challenging as 
in the administrative departments. Office costs, 
having trebled during the past decade, are today 
of primary concern to top management. 


It is in the record that since 1899 Shaw-Walker 
has been equipping business with “‘time-engineer- 
ed”’ office facilities as inventive and ingenious as 
American production techniques, — that Shaw- 
Walker equipment and systems have cut office costs, 
saved floor space and made offices more livable. 

For today’s cost-conscious management Shaw- 


Walker “‘time-engineering”’ research has now pro- 
duced — The work-organized ‘‘clutter-proof”’ desk; 


ky 
NEW Work-Organized 
Executive Suite 


Cost Cutting Ideas for Your Office... 


Automatic expanding file drawers; Step-Saving 
Fire-Files and fireproof desks that protect records 
at point-of-use; Labor-Saving equipment and sys- 
tems for tape handling; Error-Proof filing systems; 
Automatic correct seating chairs; Time-Saving 
payroll plans; and Numerous Other Devices that 
facilitate recording, filing and finding of records. 


Some of these “cost-cutters”’ are pictured here. 
All are in the 252-page Shaw-Walker Office Guide. 


Throughout, descriptions plainly state econo- 
mies you can expect from Shaw-Walker ‘“‘time- 
engineered’’ equipment and systems. Free to Man- 
agement when requested on business letterhead. Write 
Shaw-Walker, Muskegon 49, Michigan. 








NEW Automatic 
©. Expanding Drawers 






NEW Time-, and 
Space-Saving 
Secretarial Desk 





















Time-Saving 
|| Machine Desk 


Be 


Step-Saving Wa 
Fireproof Desk : 
for Cashier 







: NEW Administrative — 
Sy “Clutter-Proof” Desk 
y Speeds Work 


NEW — Automatic 
Correct Seating 





“Built Like a 
Skyscraper” 


Largest Exclusive Makers of Office Equipment 
HAW ALKER Muskegon 49, Mich. Representatives Everywhere 
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D. ZELINSKY AND SONS —rec- 
ognized as leaders in the 
painting and decorating field. 


R. D. ZELINSKY, President, 
D. Zelinsky and Sons. 


“Our Clalional Accounting System 


Saves US *15,900 a year... 


pays for itself every 9 months!’’—p. zelinsky and Sons 


San Francisco, California 


“We have been using National equip- 
ment for 18 years,” writes R. D. Zelin- 
sky, president, D. Zelinsky and Sons. 
“Though we are not considered a large 
firm, our National System provides us 
with substantial savings. We feel the 
efficiency of a National System can be 
utilized by any firm—regardless of size. 

“Recently, we installed two National 
Class 31 Machines. Our increased work 
load prompted us to use them for all 
accounting applications required in 
our business. The accurate, easy-to- 
read statements provided by our 
National System eliminate misinter- 
pretation by both employees and cus- 
tomers. Our National System’s 


flexibility lends itself to virtually any 
accounting function while at the same 
time providing substantial reductions 
in operating costs. 

“In our estimation, a National Sys- 
tem is the most efficient way to process 
accounting records. We recommend it 
to any firm whether large or small. Our 
National Accounting System saves us 
$15,900 a year... pays for itself every 
9 months!” 


President 
D. Zelinsky and Sons 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 75 YEARS OF HELPING BUSINESS SAVE MONEY 


14. 
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EMPLOYEES APPRECIATE the simplified, high 
speed operation of National Class 31 Machines. 


4 : 
f F 






Your firm, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly 
through savings, then 
continue to returna 
regular yearly profit. 
National’s world-wide 
service organization 
will protect this profit. 





*TRADE MARK REG. U.S. PAT. OFF. 3 


Wational 
ACCOUNTING MACHINES 


ADDING MACHINES + CASH REGISTERS 
wor paper (No Carson Required) 
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coffee 
time 


2 DIMES. >... up to 
1 NICKEL =? 
AND » 20% 
1 QUARTER 
FOR 
50¢c COIN 






















onvenient, low-cost coin 
changers can cut from 3 to 6 minutes a day per 
employee off that high-cost coffee break time. 


. e Coin changers can also be used to speed 
+ movement through automatic cafeterias. 
ea Sturdily built of heavy gauge steel, easy to 
4 : mount and holding up to 1,000 coins, 
/ = STANDARD CHANGE-MAKERS come in 
24 different models, manual and electric, 
dispensing various combinations of coins. 


Select the machine or machines to fit your need. 
Write today for full information. 


Write: 


Standard Change-Makers, Inc. 
422 E. New York St. 


Indianapolis, Indiana 


World's largest manufacturer of separate 5¢, 10¢, 
25¢ and 50¢ coin changers. District offices in 
17 major cities throughout the United States. 


u 
¥ 


fi i 
if 
‘Cay, 
cn . f 
Ns “8 YI & 
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Management Men 


Before you dismiss “office automation” 


as too costly and complex...read this! 


Today, automation in the office is the 
subject of hot debate. To many company 
executives it means a mass of compli- 
cated machinery and the highly-trained 
personnel to run it. To others, it signifies 
excessive training and indoctrination, an 
inordinate outlay of cash, an end to time- 
tested methods of operation. 


Yet most management men agree that 
in today’s increasingly competitive busi- 
ness situation they need the faster, more 
accurate reports that office automation 
can deliver — up-to-the-minute reports 
on labor, production, costs, inventory. 
But, they ask, how do we get them with- 
out extravagant confusion and cost? 


The answer is with the easy-to-use ma- 
chines of the new Automatic Keysort 
System. 


Why Keysort? Because Keysort, alone, 
is reducing the cost and complexities of 
modern office automation with a highly- 
flexible system that fits easily into your 
present operations. 


ROYAL M°BEE 


NEW CONCEPTS 


16 


Result: Keysort is today cutting auto- 
mation down to size. 


With Automatic Keysort, original rec- 
ords can be mechanically created with 
either the Keysort Data Punch or Dupli- 
cating Punch—simply and accurately, at 
their point of origin. Complete process- 
ing of these same records is provided by 
the Keysort Tabulating Punch which au- 
tomatically punches, adds and totals 
quantities and amounts. 


Automatic Keysort today offers you the 
simplest means of instituting the practi- 
cal modern office automation which can 
speed to your desk the on-time reports 
you need for complete control of your 
business and profits. With little or no 
change in your existing methods. With- 
out the need for specialized personnel. 
And at remarkably low cost. 


Call your nearby Royal McBee Data 
Processing Representative, or write 
Royal McBee Corporation, Data Process- 
ing Division, Port Chester, N. Y. for il- 
lustrated brochure S-500. 


data processing division 


(Circle number 160 for more information) 


IN PRACTICAL OFFICE AUTOMATION 
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CONTROL AT BAUSCH & LOMB 








“Moore forms help us 
fill rush orders 


in 4 hours” 


Bausch & Lomb Optical Company, at its headquarters 
Rochester, 


mated system to speed order processing and billing. At 


New York, has set up a completely auto- 


the same time, the system controls production and in- 


ventory of over one hundred thousand sizes and kinds of 





ophthalmic lenses and more than one million combinations 
of sizes and styles of eyeglass frames. In spite of this 
tremendous variety of products in stock, the company 
can now fill and ship an order within four hours, with 
no sacrifice in control. 


Build control with 





Edmond S. La Rose, Vice President and Controller, 
Bausch & Lomb Optical Company 


The system is based on punched cards that represent 
the items ordered. These are pulled from the files and 
sorted mechanically in the same sequence as the ware- 
house stock setup. Together with a customer name and 
address card, they are run off on an electric accounting 
machine that prints the order on a five-part form. While 
the warehouse and Shipping Department are using this 
to fill, pack, and ship the order, the original item cards 
are run through another machine that prices them and 
punches them accordingly. A duplicate set of cards is 
also made: these are used for automated scheduling of 
production to replace inventory, and to print data for 
daily sales analyses to management. The first set of cards 
is used to print the invoice on another multi-part form. 


All control information is reproduced from a single 
original source. There is no chance of error through tran- 
scription, and the forms provide copies for every office use. 
They are Moore Fanfold forms—the company’s control 
in print. 

“The Moore man’s experience in systems and forms 
design saved us time and money when we set up this 
system,” . La Rose, Vice President and 
Controller of B & L. For more detailed information on 
this ADP (Automated Data Processing) system, write the 
nearest Moore office. No obligation, of course. 


said Edmond S$ 


Moore Business Forms, Inc., Niagara Falls, N. Y.; Denton, Texas; 
Emeryville, Calif. Over 300 offices and factories throughout the 
U. S., Canada, Mexico, Cuba, Caribbean and Central America. 


ess 


® 


MOORE BUSINESS FORMS 


(Circle number 130 for more information) 
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SCHOOL 
<satelpdatac pe s 


SCHOOL MANAGEMENT — the best read magazine in the 
public school market —is the only magazine reaching the 
12,000 school districts with 94% of the total 

U.S. student enrollment. 





BEST READ MAGAZINE IN THE 


PUBLIC SCHOOL MARKET 

An impartial survey con- 
ducted by Western Union 
shows SCHOOL MANAGE- 
MENT to be better read 
than School Executive, 
Educational Business, Na- 
tion’s Schools or American 
School Board Journal. 


SCHOOL MANAGEMENT is read by practically... 
...every single superintendent 

... every single school board 

... every known business manager 


in every single school district with over 300 pupils. 


RAMA SREP ce 


These findings are based 
on interviews with school 
men who receive S/M and : ( 
at least one of the other 

three magazines. 


es ee 


FACTS ABOUT, THE PUBLIC SCHOOL MARKET — A comprehensive statistical analysis of the market includes detailed 
information on major buying influences, sizes of the market, profit opportunities, people and organizational 
groups with buying authority, and comparative advertising costs. (Circle number 241 for both reports) 


School Management Magazines, Inc., 22 W. Putnam Ave., Greenwich, Conn. 


“If your product belongs in the school — your advertising belongs in SCHOOL MANAGEMENT.” . } 
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DO YOU KNOW THE LAW ON 
Retailer’s liability 


IS HE RESPONSIBLE FOR MANUFACTURING DEFECTS? 


The question — Is a retailer or wholesaler liable for 
manufacturing defects in an article sold to a customer? 


The answer —. No. It is a general rule that if a dealer 
who is not the manufacturer sells an article in general 
use and in the usual course of trade, that is not in- 
herently dangerous, and has nothing to call his attention 
to defects in its manufacture, he is not liable for such 
defects. 

In such cases, the dealer may assume that the manu- 
facturer has done his duty and has not placed a defec- 
tive commodity on the market. 


Case one — In Michigan, a woman purchased a box 
of stove polish which she intended using on her gas 











range. The stove polish had been prepared and placed | 


on the market by a Detroit manufacturer who had sold 
it to this dealer. With the application of the polish there 
was an explosion. The woman sued for damages. She 
sued not only the manufacturer but the dealer as well. 

The Michigan court ruled that no liability for the 
accident rested on the retailer. “The question is this,” 
said the court, “whether a dealer, a hardware merchant, 
for example, who buys stove polish in the open market 
which purports to be safe and proper for use, and sells 
the polish for a purpose for which it is apparently 
intended, is liable in the absence of negligence, if it 
turns out that the polish is not adapted to the use and 
causes injury. We think it clear that no such liability 
exists.” 

Clement vs. Rommeck, 113 N.W. 286, Michigan, 
Oct. 4, 1907. 


Case two — A housepainter in Kentucky went to a local 
store one evening for paint dryer. He went to the stock- 
room with the clerk and poured the dryer from a five- 
gallon can while the clerk held a candle close to the 
open can of dryer. In the explosion that followed, the 
customer was killed. (turn page) 





Note This feature is offered as a general guide only. Consult your attorney 


on specific legal problems. 
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q MAIL COUPON TODAY FOR FREE HANDBOOK 
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REE HANDBOOK 


“how to use 


Measured Work Techniques 
to reduce cleaning costs”’ 


This booklet contains in- If you’re concerned with 
formation that will help rising costs for the clean- 
YOU.< «+ ing and maintenance of 


your building, the answer 
® Reduce labor costs to your problem may lie 
¢ Improve work quality jin the use of measured 


@ Even up work load work techniques—long 

© Eliminate unnecessary used in industry but just 
work getting started in building 

© Check performance cleaning and maintenance 
against standards operations. 





For Fioor Cleaning Jobs 
you can’t beat this 


PERFORMANCE / 
PAIR 












ADVANCE 
ADVANCE i Hydro-Jet 
Floor Machines as = Wet or dry vacs 


A machine for every 
job—every budget. 
As low as $159.00. 
Brush sizes 12” to 24”, 


* Versatile, super- 
owered for fast, 

; Goevahene pick-up. 

y Available in 6 sizes. 


a 


ADVANCE FLOOR MACHINE CO. 
4102-AQ Washington Ave. No., Minneapolis 12, Minn 

_] Send Measured Work Handbook. 

_| Send literature on Advance vacs and floor machines. We maintain 


square feet of floor space. 





Name 





Company 





Address 
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The World’s Most 
Widely Used Sound -° 
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America’s Leading Industries Choose 


BENTSON 


OFFICE FURNITURE 


CELOTEX—cuts the high cost of noise! In 
their office they appreciate the silent Perma- 
Hush construction of Bentson furniture. 
“Quietness” has been engineered into lasting 
beauty and durable construction. Again and 
again Bentson has added office comfort .. . 
simplified planning with its wide selection of 
models, styles and colors. For any office func- 
tion .. . be sure to see Bentson. 


Exhibiting Sept. 
26-30 at National 
Stationery and 
Office Equipment 
Assn. Convention, 
Hilton Hotel, 
Chicago... 
Room 522. 


BENTSON MFG. CO. 


656 HIGHLAND AVENUE 
AURORA, ILLINOIS 


(Circle number 110 for more information) 
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A representative of the victim sued the wholesaler 
from whom this dealer had purchased the dryer. The 
Kentucky court denied a recovery against the dealer, 
ruling: 

“The dealer who purchases and sells an article in 
common and general use in the usual course of busi- 
ness and trade without knowledge of its dangerous 
qualities, is not under a duty to exercise ordinary care 
to discover whether it is dangerous or not. He may 
take it as he finds it on the market. He is not required 
to investigate its qualities or to endeavor to ascertain 
whether it is dangerous for the use intended before he 
can absolve himself from liability in the event injury 
results from its use. 

“There are many necessary articles and things in 
common and general use throughout the country that 
are dangerous unless used with care, but the dealer 
who buys and sells them in the open market in the 
usual and ordinary course of business and who makes 
no representations or concealments and who does not 
know that the article is explosive or dangerous in its 
ordinary use, is not to be made liable merely because 
some person is injured or killed while handling the 
article.” 

The Kentucky court supplemented this statement 
with: “To hold dealers who buy and sell articles that 
are in general and common use and that are danger- 
ous only when carelessly or inattentively used, liable 
in damages for the failure to give notice of their 
qualities or the danger in their use, when the dealer 
does not know of the danger, would be to impose a 
greater burden than the protection of the public re- 
quires, and to put on dealers a higher degree of 
care in the conduct of their business than they should 
be expected to bear.” 

This feature of the law, however, is not extended 
in its application to goods described generally as “in- 
herently or imminently dangerous.” 

“But if the dealer knows,” continued the court, “that 
the article is inherently or imminently dangerous, or 
is highly explosive, or if he conceals or misrepresents 
its qualities or warrants or represents it to be safe for 
the use intended when it is not, there is no reason why 
he should not be held chargeable with the reasonable 
or proximate consequences of his act in selling it with- 
out notice of the danger of its use.” 

Peaslee-Gaulbert Co. vs. McMath’s Adm’r., 146 S.W. 
770, Kentucky, May 9, 1912. 


Case three — Suit was brought in Missouri against 
both the retailer and the manufacturer of a gas water 
heater, for the death of the purchaser caused by the 
explosion of this heater. Under these circumstances 
the court stated the law as, “A seller of a chattel manu- 
factured by a third person, who neither knows nor has 
reason to know that it is or is likely to be dangerous, 
is not subject to liability for harm caused by the 
dangerous character or condition of the chattel even 
though he could have discovered it by inspection or 
test of the chattel before selling it.” 

Willey vs. Fyrogas Co., 251 S.W. 2d 635, Missouri, 
Sept. 8, 1952. 


MANAGEMENT METHODS 





pre. ee 








ORR RTI RAI RI 8 


sorter 














OVAWEe tam Gat-ht-h elm Ore) onan stows 


speeds work for everyone 


in the office 


Ozalid copying can replace time-consuming, money-wasting hand- 
copying, and retyping of reports, orders in every department of 
your business. + Put the original in your Ozalid machine; seconds 
later out come clear, dry copies. No retyping, no proofreading, 
no fuss! + The desk-top Ozamatic turns out up to 1,000 copies of 
8%” x 11” size in an hour, at the lowest cost of any copying process. 
- There's a full line of Ozalid products for every copying need. + Call 
your local Ozalid representative, or mail this coupon for full details 
on Ozalid’s complete line of products. 


Whiteprint machines 


Microfilm equipment ’ y y 4 rn 
Audio-visual products Cc) coon, 4 i 
Sensitized materials . 

Products for design Division of General Aniline & Film Corp., 
Lithographic products In Canada: Hughes-Owens Co., Ltd, Montreal 


(Circle number 119 for more information) 
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Ozalid, Johnson City, N. Y., Dept. T-9 


Please send me full information 
on the Ozamatic (shown above). 
ee aa 
Co Sa ee ee SE ES 
Position____ 
Address_ 
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Maintenance 
costs nil”. 


Finest 

tailoring and 
a 

workmanship 


One-piece 
cast 
aluminum 
base’ ” 


No “‘seat wobble’/ 


— individually 
machined 


center bushings* * 


“All Fine-Rest Chairs 





Pure latex 
foam rubber 


ee throughout* 


/ 


/ 


** All Fine-Rest Swivel Chairs 


Globe-Wernicke makes 


business 


No-sag 
spring seat 
construction” 


Adjustable 
seating” ~ 


Easily 
replaceable 
** 

casters 


a pleasure 





c-+-3 Oe oe 
a fiddie 
at five 








because “chair fatigue’ is gone forever 


From typist to president, everyone in the Call him soon.* Free illustrated brochure 


office can have a luxurious, comfortable showing all chairs with full speci- 
Globe-Wernicke Fine-Rest® aluminum chair. fications available from Globe- 
Wernicke dealers . . . or write us 


direct, Dept. F-9 


Seats of deep, resilient foam rubber over 
no-sag springs are standard on every Fine- 
Rest chair. Five upholstery materials, in a Didiaici wid doe Welln Ties “ils © lias tale 
brilliant array of 44 decorator colors, give 
you an infinite variety of fabric and color 
combinations. The soft reflective surface of 
aluminum blends perfectly with any office 
color scheme. Only Fine-Rest offers a com- S@tOeE-WERNTERE 
plete line of office chairs with so many extra 

comfort features. These additional features 

and benefits are illustrated at left. 

THE GLOBE-WERNICKE CoQ. ; 


CINCINNATI? 12, OHIO 


The Globe-Wernicke dealer in your city 


has the complete line of Fine-Rest chairs. 
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BURROUGHS 


F-5O00O 
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AvToMalic 
ACCOUNTING 
MACHINE 





WNL 
PRINTING 





NEW 


BURROUGHS 
F-5O00O 
EiRST 
oS Se 


AvUToMaliC 
ACCOUNTING 
MACHINE 


y 
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WX 
PRINTING 











Now dual printing is combined with fully automatic 
accounting! With Burroughs new smartly styled F-5000 
Dual Printing Accounting Machine, there are no extra 
operator decisions to make and no extra keys to punch. 
The machine prints identical figures—simultaneously 
—on two original records. Balances are automatic 
without key depression. And you get far greater 
flexibility to help you handle more accounting jobs 
faster. Here’s why: 


NEW SPEED: Faster printing time speeds machine 
operation, which is 100% automatic. 33-1/3% reduc- 





INAUGURAL-- 





- . THE Business Equipment Exposition 
BOOP NATIONAL GUARD ARMORY 


WASHINGTON, D.C 
| aE —— 








Burroughs Corporation 
“NEW DIMENSIONS /| in electronics and data processing systems” 





tion of posting cycle shrinks work time considerably. 
NEW FLEXIBILITY: Dual printing is applicable to a 
wide range of jobs. Programming capacity is increased 
up to 100%. Memory capacity is fully utilized. 


Weigh these merits, together with the F-5000’s key- 
board input and 252 digit memory, against your 
accounting jobs—payables, receivables, payroll, ledger 
statement with distribution, and utility billing, to name 
just a few. For full details just phone our nearby branch 
office. Or write to Burroughs Corporation, Burroughs 
Division, Detroit 32, Michigan. 


Burroughs—TM 
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BOSTON 





Have you considered 





raising New Capital? 


Private Placement as a method of raising 
capital has become increasingly important in 
recent years. Many financings unsuited for 
public offering because of small size or unusual 
features, may be arranged through Private 
Placement at a substantial saving in expense. 

As specialists in this field, we believe we 
have completed successfully more private 
placements than any other investment bank- 
ing firm. In the past 5 years we and our under- 
writing partnership, Kidder, Peabody & Co., 
have negotiated 253 financings ranging from 
$250,000 to $30,000,000. 

Our skilled staff and intimate knowledge of 


Kipper, PEABODY & Co. 


Incorporated 
PHILADELPHIA : 


security markets and requirements of poten- 
tial lenders have enabled us to obtain favor- 
able terms for clients, as evidenced by our 
volume of “repeat business” in this field. 
Corporations are invited to consult us, 
without charge, on the terms and timing of 
prospective financing. When retained, our fee 
is subject to the completion of the financing. 





Write for our new booklet, ‘‘An Executive’s Guide 
to Private Placements’’. It explains the important 
points of this widely-used method of financing and 
includes a case history of a successful Private 
Placement. Address the Officer in Charge of 
Private Placement. 











CHICAGO .- 





LOS ANGELES 
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17 Wall Street, New York 5, N. Y. 


SAN FRANCISCO 


2S SLATER REDGATE SRY LOIS 
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Clip out and route to: 

















Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


TRAVEL TIPS 


CUT CORNERS AND COSTS 
ON YOUR NEXT TRIP 
= HERE'S A ROUND-UP of practical 
ideas that will save you time and 
money when you travel for business 
or pleasure. 
a Traveling executives frequently 
clip magazine and newspaper items 
which they can use in their own 
offices. At conventions they receive 
a great deal of literature and have 
very little time to read it. Rather 
than overload a briefcase or risk 
losing the material, John A. Lane, 
of Broadford, Pa., takes along 
stamped, self-addressed envelopes, 
mails the material to his office. His 
secretary sorts it and it’s ready and 
waiting when he returns. 
Reminder notes to send specific 


literature or answer certain ques- 
tions for accounts or clients visited 
can also be mailed in the same 
manner. 

» A cost saver that can be adopted 
by any company is suggested by 
W. J. Dixon, of Baltimore, Md. He 
points out that not all railroads 
charge the same fares for similar 
service between the same two cities. 
Thus, substantial savings can often 
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be made in business travel by select- 
ing the line offering the most eco- 
nomical rates. 

To illustrate his point, Mr. Dixon 
offers these comparative fares for 
the Baltimore & Ohio, the Wabash, 
the Nickel Plate, the Pennsylvania, 
and the New York Central railroads: 


FIRST CLASS FARE 


Between RR. One Round 
Way Trip 

Wash., D.C.—Chicago B&O $38.04 $72.30 
PRR 50.00 95.00 
Baltimore—St. Louis B&O 44.57 84.75 
PRR 58.58 111.40 
Pittsburgh—Chicago B&O 23.32 44.70 
PRR 30.65 58.75 
Cincinnati—Detroit B&O 12.58 25.10 
NYC 16.54 33.05 
Detroit—St. Louis Wabash 22.55 43.25 
NYC 29.65 57.00 

Nickel 
Cleveland—Chicago Plate 15.86 31.30 
NYC 22.29 43.70 


In other words, the traffic depart- 
ment of a business organization can 
save the company a lot of money on 
travel expenses by keeping up to 
date on matters of the kind listed 
above and routing company per- 
sonnel traveling by rail via the rail- 
road offering the lowest fares. 


= Remembering to pack everything 
necessary for a business trip is ap- 
parently a stumbling block for many 
executives. Lawrence Sosnow, of 
Newark, N. J., makes a list of both 
personal belongings and the busi- 
ness papers he'll require. Checking 
off each item as it’s packed elimin- 
ates the possibility of forgetting 
something important. 


James W. Clauson of New York 
travels frequently and sometimes on 
short notice. He prepared and had 
duplicated a master packing list. 
Thus, even when faced with a last 
minute rush, a copy of the master 
list is ready and items are checked 
off as they are packed. One notation 


on the list is “small change” for tips 
and phone calls, and Mr. Clauson 
keeps rolls of nickels, dimes and 
quarters on hand. 


' Thomas A. Henry, U. S. Envelope 

Co., always keeps two special kits 
packed and ready to go into his 
suitcase. One contains a complete 
set of all necessary toilet articles; 
the other is a strong, expansion style 
envelope with a supply of paper 
clips, rubber bands, scotch tape; a 
small stapler, tape ruler and scissors. 

If you have ever missed a train 
or plane by seconds simply because 
of the traffic jam around the check- 
room at hotel conventions, exhibits 
and dinners, this tip will save you 
time and irritation. 

Thomas A. Fitzgerald, public re- 
lations manager of SKF Industries, 
Inc., finds that hotels generally 
designate a specific cloakroom to 
handle the guests at each affair. To 
avoid the inevitable rush for hats, 
coats and briefcases, simply leave 
your belongings in the checkroom 
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More that’s new 

More that’s profitable 
More reason than ever 
to attend 


1959 NATIONAL 
BUSINESS 
SHOW 2) 






The largest and most 
important show of 
its kind, this year’s 
National Business Show 
will be of more value 
and will offer more of 
interest to business 
executives than ever 
before. 


Held as usual in the 
New York Coliseum, 
the world’s greatest showcase, it 
will present the products and 
services of hundreds of the most 
progressive companies serving the 
business community. Owners and 
executives ... 150,000 of them... 
will attend. Why? Because, under 
one roof, at one time, they can find 
the answers to many vexing busi- 
ness problems. They will learn of 
the latest in business communica- 
tion techniques, see new repro- 
duction equipment and methods, 
find new ways to improve their 
business management operations. 


Plan now to attend the 1959 
National Business Show. 


COLISEUM 


Columbus Circle, New York, N.Y. 
October 19 through 23 
1-10 p.m. daily 






For SA telephone OXford 7-7142 or write 
National Business Show, 530 Fifth Ave., New York 


(Circle number 132 for more information) 
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of one of the hotel’s restaurants or 
cocktail lounges, suggests Mr. Fitz- 
gerald. 


COST CUTTERS 


TRY THESE 10 TIPS 
WHEN YOU PHONE 


m YOUR TELEPHONE CALLS may be 
costing you more time and money 
than appears on your bill. Here are 
a few reminders on how to stream- 
line phone communications. 

Ask yourself: Is this call neces- 
sary? Is the phone the best way to 
handle the situation? 

2. Have incoming calls screened. 
Don't burden yourself with routine 
questions that don’t warrant your 
personal attention. 

3. Place your calls yourself. 

4. Answer with your name—not 
hello. 

Have necessary 
and pad ready. 

6. Cut conversational frills. Be 
direct. 

Alert your 


data, pencil 


secretary to ex- 
pected calls that you know are 
coming. Then she can answer in- 
telligently and with the degree of 
warmth and knowledge you wish— 
even if you are away from your 
desk. 

8. Have your secretary give a be- 
lievable but brief explanation of 
your absence. “In conference” is 
overworked. 

9. If you take notes frequently, 
try a “hands free” phone. 

10. Investigate station-to-station 
versus more costly person-to-person 
calls. One chemical company found 
the batting average high enough on 
completions of station calls to war- 
rant elimination of all long distance 
person-to-person calls. 


HAVE SALESMAN FOLLOW 
KEY TOWN PLAN 


m= HERE'S A SUGGESTION for reducing 
sales travel costs. 

Have each salesman select the 
most important towns on his itiner- 
ary. Then have him schedule per- 
sonal visits to customers and pros- 
pects in these key towns only. 


Customers and prospects in 
neighboring communities are then 
contacted by telephone. Of course, 
if needed, short side trips can be 
made, 

On each successive swing around 
his territory, the salesmen can vary 
the spots where personal visits will 
be made. 

By establishing an effective sched- 
ule of frequently visited areas and 
covering outlying points by phone, 
your men can give good coverage 
to thin and scattered territories. 

This plan saves salesmen’s time 
and your money. 


SALES BUILDERS 


DRAMATIZE SAVINGS 
IN DOLLARS AND CENTS 





m SOMETIMES IT's HARD to demon- 
strate to customers what a big an- 
nual difference repeated small sav- 
ings can make. 


Dictaphone Corp., New York, is 


one firm that dramatizes savings in 
It charts 
salaries in terms of worth 
and minute. 


actual dollars and cents. 
executive 
by the hour 


Then it 





neatly shows what just one hour a 
day saved amounts to on an annual 
basis. For instance a $15,000 a year 
executive who saves an hour daily 
chalks up an $1,874 annual saving. 

Faced with the problem of drama- 
tizing a low interest rate on new 
car loans, The Commonwealth Bank 
of Damascus, Va., spelled out sav- 
ings this concrete way: “Have 60 
gallons of gasoline this year on the 
Commonwealth Bank. That’s what 
your savings amount to when you 
buy your new car on our 44% new 
car financing plan.” Another varia- 
tion pointed out that you could have 
enough gas for a 700 mile trip with 
the money saved. 

K & G Gas Co. of Tennessee an- 


swered premium and stamp giving 
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competitors by playing up its one to 
three cents per gallon savings this 
way: “If you use a tank of gasoline 
a week, you can have two new tires 
on us with the money you save at 
K & G each year.” 

There have been many other suc- 
cessful variations of this dollars and 
cents savings theme. 


ENCOURAGE ALL HANDS 
TO SUGGEST PROSPECTS 


™ You CAN ENLIST everyone’s aid in 
developing new business—share 
owners, employees, customers. 

For instance, President James A. 
Ryder made a personal bid for tips 
on possible prospects at the annual 
stockholders meeting of the Ryder 
System, Inc. He followed this up 
with a postal card insert in the com- 





pany magazine. This easy-to-fill-out A demonstration will show you how a 
card asked for a prospect’s name and HEYER CONQUEROR delivers 330 copies 
address and the type of leasing serv- in 3 minutes for a fraction of a cent each! 


ice the firm could use. Business leads 
developed this way have been en- 


couraging, President Ryder reports. With the Heyer Automatic Electric 
Detroit Edison Co. uses a small Mark III Conqueror, duplicating 

cash award plan.to encourage em- Is as easy as dialing the telephone— 

ployees to boost business. Any work- and just as fast! Just snap the 

er who turns in the name of a pros- master in place and push the motor 

pect for an electric water heater is bar. Presto—3 minutes later the 


rewarded with $3 if a sale results. last sheet is printed and the 








Management doesn't trust to luck Conqueror me off —_— 

either in helping make all hands automatically! You have 330 Begin at $214.30" 

good salesmen. It provides each copies in 1 to 5 colors. Best of This Py, Gone for the 

worker with a sales kit. all, after only 4 or 5 minutes with ail features except elec- 
Some firms report high qualitv instruction, anyone can operate the tric drive. MODEL 76A— 
’ resell. so is Conqueror. You'll also appreciate Rlovtiris, SuLetenas Blert: 

and quantity of leads developed : PP stop $299,50.* MODEL 768— 


the time saving visible fluid supply, - Automatic, electric with 11° 
and the feed tension control which er’ shan dad 
lets you dial correct tension for | deral Exc : 
anything—thin papers to 

post cards, even newsprint. 


from package enclosures. A good 
percentage of users list prospects on | 
reply forms they find in packaged | 
goods. 
Ringsby Truck Lines, Inc., Den- 
ver, used an “all hands” sales con- 
test to break its usual winter-spring | 
slump. Hundreds of new customers | 
were signed up, Executive Vice | 
President Gail H. Crawford reports, 
as a result of the enthusiastic sup- 
port of the campaign among its 
1,000 employees. 
os 
Almost $8,000 in cash or merchan- Send for your FREE 
dise prizes was distributed to alert 
employees for new customers and 
increased business from old ac- 
counts. Rewards to workers were 
pro-rated by their various job cate- 
gories. Orders from non-sales per- 
sonnel were weighted over those | 
from regular salesmen. (Turn page) | 









“Always Makes a 
Good Impression” 
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HEYER INC. / 132-A South Kestner Avenue © Chicago 23, III. 


O Please send my Personalized Desk Pad and Literature on 
Conqueror Duplicators. 


© | would like to have a one week FREE trial of a Conqueror 
Personalized Spirit Duplicator. 


Desk Pad— Today! RE Rass Me a IS ee «| te i 
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How To Get Things Done 
Better And Faster 








BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture—Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 


vy Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 


ye Made of Metal. Compact and Attractive. 
Over 400,000 in Use 


Full price $49°° with cards 
FREE 24-PAGE BOOKLET NO. M-300 
Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 
55 West 42nd Street e New York 36, N. Y. 


(Circle Number 152 for more information) 























FEATURE THAT 





‘ SPECIAL 
B\+\ OCCASION 
:) WITH 
W&A&A 

¢ 


Whether for 
a plant opening, 
anniversary, or any 


it’s 


other special event, 
distinctive key 
chains by Williams 
& Anderson serve as 
a pleasing reminder 
to all your custom- 
ers, friends and 
employees. 

W & A low-priced 
key chains incorpo- 
rate all the 
manship and quality 
of over 90 years in 
the manufacture of 
fine jewelry. 

Write for our free 
booklet, ‘‘The Key to 
Creative Thinking”’. 


WILLIAMS & ANDERSON CO. 


INDUSTRIAL DIVISION 


Lookin Manufacturers + 1861 


14 Third Street, Providence, R. i. 
(Circle number 159 for more information) 
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Basis for earning prizes was a 
bonus stamp plan. To get the sales 
push off to a good start each em- 
ployee was given 20 stamps, worth 
$1 in redemption value. 
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MAKE IT PAY 
TO PLAY SAFE 


@ SOMETIMES WORKERS are careless 
about donning safety clothes. This 
isn’t the case now at the Paterson, 
N. J., plant of Continental Can Co. 
One morning recently, safety-con- 


scious employees who remembered 
to pull on their safety gloves re- 
ceived a pleasant surprise. Tucked 
inside one finger was a note. Each 
was redeemable for a crisp dollar 
bill. 

Lederle Laboratories, Inc., Pearl 
River, N. Y. used a prestige device 
in its accident prevention campaign. 
Top entry each month in the safety 
slogan contest was rewarded with a 
reserved space in a choice location 
of the company auto parking lot— 
good for one month’s use. 


LEND TYPEWRITERS 
TO EMPLOYEES CHILDREN 


® Benr-MANNING Co. has a low 
cost way of building good will 
among employees as well as schools 
in Troy, N. Y., where the company 
is located. 

It postpones the normal trade-in 
date on office typewriters for two 
years. Then it makes these machines 
available without charge to workers’ 
children who are taking typing 
courses in high school. 

Any employee who wants to bor- 
row a typewriter for his child fills 
out a simple application giving the 


name, grade and school of his child. 
There's a statement for the teacher 
to sign saying the loan will assist 
the pupil’s progress. 


Typewriters are loaned for a 
single semester only. The machine 
is then returned to the company, 
cleaned and repaired if necessary. It 
then goes back to the loan pool until 
the two-year trade-in postponement 
has elapsed. 

Office Services Manager Edward 
J. Richardson estimates the loss in 
trade-in value amounts to only 
about $7 a year for each typewriter. 

Besides boosting employee good 
will, it has gained approval of the 
local schools—and creates a likely 
source of typist and secretarial can- 
didates for employment. 


PROFIT MAKERS 


NEVER UNDERESTIMATE POWER 
OF A FOUR CENT STAMP 


@ SOME COMPANIES that pay large 
fees to agencies for delinquent bill 
collections hesitate to use a four- 
cent stamp—or postage indicia—on a 
reply envelope when invoicing cus- 
tomers. 

Yet this simple and relatively in- 
expensive device, it’s been proved, 
helps bring more payments in faster. 
Benefits are obvious—less clerical 
work, lower costs for stationery and 
postage for successive billings, few- 
er overdue accounts, smaller collec- 
tion fees to pay. 

Many firms do enclose a self-ad- 
dressed envelope with invoices. But 
despite the proven pulling power of 
a four-cent stamp or sender-paid 
indicia, too many ignore it. Instead 
there’s a little box bearing the mes- 
sage “Place four-cent stamp here.” 

Many bills are paid by women. 
Your invoice may be pigeonholed 
with the thought “I must remember 
to buy some stamps.” 

However, there’s a defiinte psy- 
chological reaction to a reply en- 
velope with a stamp on it or a “no 
postage necessary’ imprint. Women, 
especially, hate to waste a stamped 
envelope. 

Postage paid by you is good insur- 
ance for prompt payment. The cost: 
$40 per 1,000 for postage or $50 per 
1,000 envelopes returned to you 
bearing postage indicia. 
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Weigh this cost against savings 
that accrue because of quicker col- 
lections. 
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RATE YOUR COMPANY 
ON ITS FIVE PUBLICS 


@ YOUR COMPANY IS JUDGED in vary- 
ing ways by different individuals 
and groups. What these people 
think of your company equals your 
company’s public relations. 

How does your firm rate with the 
five types it meets daily? Cities 
Service Petroleum, Inc. suggests 
this checklist of factors which in- 
uence the opinion others hold: 
Customers think a business is well 
managed when: 

Deliveries are made promptly. 

Products are up to standard. 

Statements are rendered on time. 

Salesmen call at regular intervals. 

Remedial steps taken promptly. 
Employees think a business is well 
managed when: 

Efficient equipment is provided. 

Salary or wage scale is adequate 
and understood. 

A clean, attractive workplace is 
provided. 

Helpful and sympathetic super- 
vision is given. 

They are offered opportunities to 
think for themselves. 

The community thinks a business is 
well managed when: 

Facilities are attractive. 

Customers and employees enjoy 
extras. 

Contributions to the community 
exceed costs. 

Educational, churches and _ cul- 
tural projects are supported. 

New opportunities for local en- 
terprise are created. 

Suppliers think a business is well 
managed when: 

Orders are clearly stated. 

Shipments are promptly accepted. 

Bills are paid on time. 

Rush orders are held to a mini- 
mum. 

Bankers think a business is well 
managed when: 

Earnings are regular. 

Growth is steady. 

The cash position is good. 

Debt is well managed. 

Adequate depreciation is taken. 

Continuity of management is 
assured. 
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Youll hold your most 


effective meetings 
with the NEW RCA © 


LECTRONIC «=. 
LECTERN 


GET YOUR IDEAS 
ACROSS FORCEFULLY 


... audience hears 
every word 













Built-in 
High Fidelity 
Sound System 


Speak from an RCA ’Lectronic 
Lectern and you know you're get- 
ting across clearly to the farthest 
corner of the room. Go ahead and 
call a meeting on short notice in any 
space that’s available. Your com- 





pletely portable Lectronic Lectern Tr Q asistorized f 
can go right along with you. Its 

powerful all-transistor amplifier, Operates from any 
built right into the system, operates 110-volt A.C. outlet, 


from any 110-volt A.C. outlet, or or from batteries. 


batteries. Transistors mean instant 
operation and long life. Complete with 
miniature 


broadcast quality 
TV Microphone 





Mounts on lectern or 
suspends around neck, 





Tmk(s) ® 
RADIO CORPORATION of AMERICA 
LECTERN SALES Serves audiences 
CAMDEN 2, NEW JERSEY up to 600 
a Projects your voice to 


the last row. 


Radio Corporation of America 
Dept. Y-282 


MAIL Camden 2, N. J. 


Please send details on the ‘Lectronic Lectern 
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How to manage 
research and development 


You get better results from research when you improve the way 
research is managed. Here an astute management consultant pins 
down the specific actions that constitute effective management 

of R&D. His recommendations have been tested in actual 
company practice. Use this article to measure how well your 
company s research program is managed. 

by C. Wilson Randle 


Partner in charge of Management Research 
Booz, Allen & Hamilton 
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SIX PRACTICAL WAYS TO IMPROVE R&D 


How can your company improve the management of its research activities? 
According to C. Wilson Randle, there are six areas of management action that 
hold special promise. These are: 


1. Improve your selection of research projects. 

2. Improve your utilization of technical personnel. 

3. Improve your selection of research supervisors. 

4. Improve the organization of your research program. 
5. Improve the control of your research. 


6. Improve your methods of evaluating research methods. 


SNES + 
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mums Not long ago it 
was commonly believed that the 
best way to manage research was 
to “leave the boys in the lab alone.” 
No longer does this attitude prevail. 

Now there is increased aware- 
ness that a company’s destiny is 
tied up in its research activities. 
The shape and direction R&D takes 
today largely determines the shape 
and direction the company as a 
whole will take tomorrow. To re- 
linquish control of R&D may mean 
giving up leadership of the enter- 
prise. 

Most chief executives admit that 
research is less effectively man- 
aged in their companies than are 
manufacturing, marketing, and fi- 
nance. Part of the reason is that 
research is relatively new to many 
companies, and growing fast. 
Further, management is less famil- 


iar with research, its work, its per- 
sonnel, and proper performance 
expectancies than for other com- 
pany areas. 

A chief executive has every right 
to think of research effectiveness in 
terms of input-output ratios. He 
should expect the investment in re- 
search to produce profitable results. 

However, research results are de- 
termined largely by how well re- 
search is managed. 

Experience observed in numerous 
companies shows that six specific 
management actions usually result 
in improved results from R&D (see 
panel below). 

To examine fully any one of these 
six points would require an article 
in itself. But given here are some 
suggested management actions 
in each area which seem to offer 
promise of enhancing the effective- 


ness of research. Each has under- 
gone successful testing under actual 
company practice. 


HOW TO SELECT R&D PROJECTS 


In many companies, project mor- 
tality is higher than need be toler- 
ated. Though there is considerable 
variance between companies, the 
average mortality of research proj- 
ects runs about two out of three. 
Most projects tend to fail because 
the concept was wrong rather than 
because of any technical deficiency 
on the part of the research organi- 
zation. Hence, the greatest area of 
possible improvement is in the idez 
or concept process. The following 
points will help reduce research 
project mortality. 

(Turn page) 





“The supervisor is the mainspring of 
R&D effectiveness, but he is a key 
weakness in many of today’s labs.” 


C. Wilson Randle has been with Booz, 
Allen &- Hamilton, a leading manage- 
ment consulting firm, since 1952. Earlier 
he served as dean of the School of Busi- 
ness, Western Reserve University. He 
holds a Ph.D. degree from the University 
of Kentucky. As partner in charge of 
management research at Booz, Allen & 
Hamilton, Wilson Randle has observed 
practical methods of management ap- 
plied in scores of business organizations. 
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‘Most projects tend to fail because the concept was wrong rather than because 


of any technical deficiency on the part of the research organization.” 


1. Establish a project selection 
group with representatives from 
each of the key concerned areas 
of the business. 


It should be abundantly clear 
that research cannot effectively op- 
erate in isolation or independently 
of other company functions. The 
work being conducted on product 
improvement, new _ products, or 
processes has strong implications 
in marketing, manufacturing, engi- 
neering and other areas. Research 
people have neither the back- 
ground nor experience to assess 
these multiple implications. There- 
fore, an organization is required 
which will bring to focus competent 
opinion from each of the concerned 
areas. Effective project selection 
can hardly rest on any other base. 


2. Judge possible projects first 
against company fields of inter- 
est and objectives — then use 
other criteria. 

Progressive managements deline- 
ate what fields the company will 
operate within and what growth 
and profit objectives are the com- 
pany’s aim. If a possible project 
does not fall within these fields of 
interest or meet profit objectives, 
then all other criteria are hollow. 
If the project meets these funda- 
mental yardsticks, then and only 
then can we acceptably judge the 
project know-how, technological 
and marketing capacities and the 
other persuading criteria to be 
applied. 


3. Build a business appraisal 
of possible projects including a 
development schedule, budget, 
and estimated range of profit 
yield. 

Many, if not a majority of proj- 
ect proposals, will be either frag- 
ments or else technical suggestions 
—which, unless management has 
graduated from the engineering or 
research area, will not be fully un- 
derstood. Thus, before a_ project 
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proposal can be intelligently as- 
sessed by top management, it must 
be rounded out to a full business 
concept and described in business 
language that can be understood 
and acted upon. This, in addition 
to a layman-like description, re- 
quires a development schedule so 
that other required company activi- 
ties can be effectively integrated, a 
budget so that the company’s in- 
vestment can be assessed, and the 
estimated range of profit yield so 
that the management can determine 
the payback period. 

On the latter point, pessimism is 
a requirement. Unless the company 
can get acceptable payback at the 
minimum of the possible profit 
yield range, it is “no-go” since there 
are enough risks already in the 
equation without adding more. 

Thus, management needs to have 
a business proposition for each 
project so that a choice can be in- 
telligently made on where best to 
apply company resources. 


4. Use business appraisals as 
a basis for selecting research 
projects and assigning priority. 


Two points stand out. First, proj- 
ect selection is a top management 
decision. Out of projects grow the 
products which make the business. 
Secondly, only top management 
can fully appraise what projects 
can do the most for the business 
and in what order. Less qualified 
opinion is not likely to effectively 
select projects to meet the basic 
objectives of profit generation and 
growth plans of the company. 


5. Establish limits of time, 
money and desired product char- 
acteristics to guide R&D. 

Each project is set up as a busi- 
ness proposition—replete with time 
and money dimensions. To these 
are added the desired characteris- 
tics (arranged in order of priority 
because all will not be met) to be 


built into the product to make 
it sell. These three limits—time, 
money and characteristics—are the 
guide lines for the research and 
development process. Development 
conducted within these perimeters 
can be effectively integrated with 
other company functions to make 
a product a success. 


6. Assure R&D adherence to 
established limits or enforce ‘‘re- 
cycling’ for additional authori- 
zation. 

As indicated, the necessity for a 
total integrated company push be- 
hind new or improved products or 
processes, obligates research to ad- 
here to formulated limits. It is cer- 
tainly true that research problems 
cannot be foreseen with the clarity 
necessary to establish irrevocable 
and inflexible guide lines. However, 
it can be reasonably expected that, 
when research sees the violation of 
an established limit approaching, it 
will “recycle” to bring a total com- 
pany point of view to focus on the 
problem rather than moving ahead 
on its own. The latter will throw the 
entire program out of phase and 
make for project failure. 

When recycled, the company 
may decide to revise “limits” and 
rephase the program; or it may de- 
cide to kill the project because of 
high probability of failure. This is 
the place to be stern—the payout is 
in increased profits. 


7. Continue evaluation of proj- 
ects as development ensues. 

This is a major requirement for 
product success. For example, it is 
increasingly apparent in a number 
of industries that a product is easier 
to make than to sell. Thus, as re- 
search clothes a concept with phys- 
ical charactertistics, marketing must 
constantly answer the question, 
“will it sell?’ Manufacturing must 
see that the materials being engi- 
neered into the product are com- 
patible with mass production re- 
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quirements including the economics 
involved. Engineering must keep 
constantly abreast of developments 
to have the necessary tooling ready 
at the right time. The finance peo- 
ple must continually assess the capi- 
tal obligations emerging from the 
process. These various considera- 
tions are the major dimensions 
which a project must continue to 
meet as development ensues. If, at 
any time, the project cannot meet 
one of these major dimensions, it 
dies then or is revised to bring con- 
formance. This, like revision of 
project limits, should be approached 
with a hard and unrelenting 
attitude. 


Perhaps more attention has been 
accorded project selection than 
warranted, but here is the major 
weakness of many R&D programs. 
Improvement in this area will have 
an immediate and significant influ- 
ence on research eftectiveness— 
measured in profit enhancement. 


HOW TO USE TECHNICAL 
PERSONNEL 


There is general agreement that 
the utilization of scientists and 
engineers has not yet reached the 
effectiveness level prevailing for 
employees in other company areas. 
This is due, among other things, to 
the newness and growth of the area, 
the relative immaturity of the lab 
group, a less complete management 
understanding of scientific work 
and its personnel, and to certain su- 
pervisory deficits. Improvement 
can be made in the utilization of 
R&D personnel. This has been dem- 
onstrated in many companies. Key 
suggestions are: 


1. Gear the organization, per- 
sonnel and projects to meeting 
research objectives. 

Two important points prevail. 

First, objectives are the goals for 
operational activities. The more 
specifically they can be established, 
the greater the guidance to re- 
search and the more pertinent the 
research activity will be. Hence, 
specific, well-understood objectives 
are a major way to improved R&D 
effectiveness. 

Second, proper sequence of ac- 
tion is important. Objectives should 
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be set first. Once set, the kind of 
organization, personnel, and _proj- 
ects needed to meet the objectives 
can be determined. To establish 
the R&D organization first and then 
set objectives is almost sure to be 
a wasteful activity. 

2. Prevent research dilution. 

The work of the scientist and 
engineer is frequently diluted by 
non-professional work and _ extra- 
neous duties. Tried management 
techniques pay out here. Job anal- 
ysis will disclose the non-profes- 
sional content of lab _ positions. 
Technicians and supporting work- 
ers can be added to pick up lower 
level tasks and thus reserve profes- 
sional talent for professional work. 
The steady increase in the ratio of 
technicians to scientists and engi- 
neers evidences a move in this 
direction. Not all non-professional 
work can be eliminated but its di- 
luting effect can be considerably 
improved over present practice. 

If technical service and trouble 
shooting are to be carried out by 
research—and this is perhaps good 
because it does provide a strong 
knowledge of the strengths and 
weaknesses of company products— 
then these tasks need to be identi- 
fied as research objectives. How- 
ever, research management must 
carefully balance out trouble shoot- 
ing and technical service against 
other research objectives. 

Also, the company should clearly 
establish and communicate its 
fields of interest to guide R&D work 
and direct creativity. It takes as 
much money and time to develop 
impertinent projects as those which 
fully meet company desires. Scien- 
tists and engineers can be just as 
creative within well-defined limits 
as in non-directed areas. Persuasive 
evidence indicates that this concept 
of “guided creativity” will signifi- 
cantly enhance research results. 
This is the essence of the philos- 
ophy of General Electric which 
says “we will first determine what 
needs to be invented and then we 
will invent it.” 


3. Accent both business and 
scientific requirements of R&D 
jobs. 

A common failing is to expect 
only technical accomplishment 
from the researcher. But, today, as 


“Improved selection of R&D 


programs has an immediate 
influence on profit 


enhancement.” 







































never before, the scientist must 
also be a businessman. This means 
adherence to time, money and man- 
power limits or securing revision 
within such tolerable time allow- 
ances as to permit the total com- 
pany effort keyed to research out- 
put to be readjusted with minimum 
sacrifice. 

4. Tighten supervision. 

As will be developed, 
vision in the lab is one of the major 
areas of needed emphasis and im- 
provement. Because of the relative 
youthfulness and immaturity of the 
group, on-the-job training is espe- 
cially important. 


super- 


5. Avoid overmanning a proj- 
ect or a lab. 

Finally, care needs to be taken 
to be sure that a project or even the 
entire lab is not overmanned in 
terms of expected and possible ac- 
complishment. Excess personnel 


can only result in lower expected 





“Scientists and engineers are 
not being used as effectively 
as employees in other 
company areas.” 
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performance which depreciates the 
challenge in R&D work. This in 
turn causes unnecessary turnover 
in the top-flight scientist group 
which is strongly motivated by the 
challenges of the work. Industry 
can ill afford such losses. 


HOW TO SELECT SUPERVISORS 

It is generally recognized that 
while the supervisor is the main 
spring of R&D effectiveness, he is 
a key weakness in many of today’s 
labs. Interestingly, the supervisor 
rarely fails in the technical dimen- 
sions of his job. His detriments are 
usually in the business or human- 
relations requirements. This is why 
it is wise to stay clear of the easy 
way out that “a man is outstanding 
at his present technical position 
so he should make a good super- 
visor.” This approach is especially 
dangerous in R&D. Improved selec- 
tion can avoid these deficits through 
the following steps: 


1. Build position description 
for supervisory jobs. 

The nature of scientific work 
makes this more difficult than in 
other company areas. This difficulty 
has served as an excuse for not get- 
ting ahead with the task. Though 
position descriptions may be less 
exact for lab personnel than for 
other company areas, this makes 
descriptions more, not less, useful. 
Successful practice in many out- 
standing companies indicates the 
task is quite feasible. 


2. Derive ‘‘man” specifications 
for supervisory jobs. 

The next step is to determine 
from job descriptions and job ana- 
lysts, what age, degrees, experience, 
and personal characteristics are re- 
quired for persons if they are to 
fill successfully the supervisory 
jobs. This approach yields a stand- 
ard or a judgment yardstick for 
identifying supervisory candidates. 


3. Appraise scientists and en- 
gineers against established spec- 
ifications to determine potential 
supervisors. 

Measuring each researcher 
against established standards will 
disclose those who meet the re- 





quired supervisory specifications. 
This process will thus determine 
the pool for the necessary super- 
visory talent. 


4. Determine management in- 
terests of supervisory candi- 
dates. 


More so than for any other com- 
pany area, R&D personnel will be 
inclined to “stay in the profession” 
rather than take on an adminis- 
trative post. Many outstanding sci- 
entists—forced into supervision by 
economic and social pressures— 
have made poor managers. A good 
scientist is exchanged for a poor 
supervisor. This is an uneven swap 
in most companies. Thus, the man- 
agement interests of the supervis- 
ory candidate must be determined. 
This task requires equal parts of 
intelligence and subtleness or it 
will miss the truth by a _ wide 
margin. 


5. Check the technical compe- 
tence of potential supervisors. 

It is recognized that a person 
must possess technical competence 
to warrant the respect of those he 
supervises. However, by the time 
he comes into focus as a possible 
supervisor, his technical compe- 
tence has been demonstrated by 
accomplishment to date. Hence, 
selection should be tailored to dis- 
covery of his unknown and unex- 
posed talents in the non-technical 
phases of the job. 


6. Key selection to adminis- 
trative and human-relations 
abilities. 

These are the abilities which will 
generally be untested and unknown 
when the scientist is identified as a 
possible supervisor. 


7. Use ‘trial supervision” be- 
fore final selection. 


This does not mean that the can- 
didate is put in a permanent super- 
visory position and then withdrawn 
if unsuccessful. Rather, he is given 
a “task force” assignment, is used 
as a project leader, or in other ways 
given a temporary supervisory po- 
sition as a test of his abilities in this 
area. As a matter of routine, tests 
are run on materials. The recom- 
mendation is to run tests on far 
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more valuable and perishable re- 
sources—the company’s supervisory 
manpower. 


8. Establish management 
training programs for selected 
candidates. 

A strong accumulation of evi- 
dence supports the view that man- 
agement skills are teachable. Fur- 
thermore, getting accomplishment 
through people is an art that can 
be transmitted to receptive person- 
nel. These are the two areas of 
supervisory failure in R&D. Thus, 
training programs aimed at making 
better managers from both a busi- 
ness and human-relations point of 
view have real promise of strong 
payout. 


HOW TO ORGANIZE R&D 

How to organize research in- 
ternally as well as functionally 
within the company is a problem 
prevailing and common to most 
companies. Although much of the 
organization obviously must be 
shaped to the needs of the indi- 
vidual firm, certain bench marks 
can be indicated. 


1. Structure R&D as high as 
effective relationships are _ re- 
quired. 

It is a well-known organization 
principle that activities tend to be 
more effective at their own organi- 
zation level and below rather than 
above. Thus, if research is to be 
effective as a top-level activity, it 
must be structured at that level. 
More and more companies are giv- 
ing the R&D function this status, 
as shown in Figure 1. 


2. Structure R&D in an inde- 
pendent position if interdepart- 
mental cooperation is required. 

Certainly R&D can be located 
under engineering, manufacturing, 
or one of the other functions of the 
business. However, when this is 
done, the ability to get interfunc- 
tional cooperation is seriously di- 
minished. In most companies, the 
research activity must be carefully 
integrated with other areas if maxi- 
mum achievement is to be wrought. 
This can be achieved if R&D is un- 
affiliated with any of the areas. 
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Chart by Management Research Department, Booz, Allen & Hamilton 


Figure 1. The emerging independent status of R&D is noted in this chart. A 
recent Booz, Allen & Hamilton study of R&D organization structure in 70 com- 
panies indicates 60% had structured the R&D head at a level equal to the heads 
of other functional areas in the business. In 40% of the companies, R&D was 
structured at a third level under engineering or manufacturing. 


3. Structure R&D to make clear 
its relationship with the new 
products function. 

There is a _ distinct tendency 
present in industry to regard R&D 
as the new products function of 
the business. This can lead to dif- 
ficulties. It is true that R&D plays 
an important role in taking new 
product ideas and clothing them 
with physical characteristics to cre- 
ate a product. But this is only one 
phase of a new products program. 
It does not embrace the gathering 
of product ideas from all fruitful 
company sources, their screening, 
the development of specifications 
to guide R&D, market or produc- 
tion testing, or the full scale com- 
mercialization of the new product. 

The new product function co- 
ordinates the total company activ- 
ity from ideas to successful prod- 
ucts and is generally, in major 
companies, structured as a_ staff 
function of the general manage- 
ment area. On the other hand, 
R&D takes on the appearance of a 
line function and would be struc- 
tured like any of the other major 
line functions of the business (see 
Figure 2). Failure of the organi- 
zation to take into account the sep- 
arate nature of the research and 


new product function will depre- 
ciate the effectiveness of both. 


4. Derive the internal organi- 
zation of R&D from research 
objectives. 

The internal organization of 
R&D should be a direct reflection 
of the basic purposes for which it 
was created (see Figure 3). Thus, 
if one objective is to engage in 
product development, then the or- 
ganization should be set up to re- 
flect this function. This may require 
a project, systems, or other ap- 
proach which meets the product 
development requirements of the 
company. If technical service is 
expected of R&D, there is a grow- 
ing tendency to separately struc- 
ture this within the research func- 
tion to achieve better control and 
management. Again, if basic re- 
search is an objective, an even 
stronger tendency exists to separate 
it from other research functions. 


5. Consider stability as a ma- 
jor requirement for the internal 
organization of R&D. 

Good management of R&D is 
virtually impossible if the internal 
structure of R&D is constantly shift- 

(Continued on page 68) 
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How to sell the hidden 


Your product (or service) may be almost identical with what the compe- 


tition offers. Yet you can outsell the competition—by stressing the “fringe 


benefits” of your product. Your competitors may offer the same benefits, 


but they probably 


by Ted Pollock 


mums “TO be perfectly 
frank with you, Mr. Cellar, I don't 
see any reason for switching from 
our present supplier.” 

(The scene is the office of Mr. Byer. 
For 15 minutes he has remained 
unmoved by Mr. CELLer who sits 
beside the desk. 

CELLAR: I can assure you, our 
valves are as good as anything 
you'll find on the market. 

Byer: But no better, right? 
Cetiar: I wouldn't say that. 
Byer: Then they are better. How? 
Ceviar: (weakly) We've never had 
a single complaint about their 
performance. ; 

Byer: (consulting his watch and 
rising) Tell you what: why don't 
you leave your card and if any- 
thing turns up, I'll call you. 
Ce.ar: (rising) Thank you. That'll 
be fine. 

(CELLAR hands Byer his card, 
which promptly joins a drawer-full 
of others. Handshake. Exit CELLAR.) 


Some of your salesmen have no 
doubt co-starred in this all-too-fa- 
miliar drama, particularly if your 
product is the kind that isn’t much 
different from the competition’s. 
And your salesmen no doubt know 
the sequel, titled Mr. Byer Never 
Calls. 

How can you sell a product that 
doesn't stand out from the crowd? 

Answer: sell the “fringe benefits” 
—those distinctive extras in and 
around your product that can often 
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arent selling them. 


change a tired “No!” into an enthu- 
siastic “Yes!” Extras like better 
terms or delivery, your service pol- 
icy, your company's facilities for 
helping customers in ways they 
may not realize. 

These hidden plusses aren’t hard 
to find. Usually, they've simply 
been around so long that they are 
taken for granted by the salesman 
and left to wither on the vine rather 
than to sow a harvest of more and 
bigger sales. 

Consider how “fringe benefits” 
help you sell: 
® They take the buyer’s mind off 
price and put it where it belongs 
—on value. 
= They build up his confidence by 
offering impressive proof that the 
salesman knows his product and all 
its advantages. 

# They multiply the chances of 
hitting upon the benefit that looms 
largest in the prospect's mind. 

In short, they make your prod- 
uct, your company and your sales- 
man “different.” 

Let’s take a look at some of these 
“hidden” plusses: 


m= EASIER PAYMENTS. All other 
things being equal, your company’s 
favorable terms, credit policies or 
financing assistance could make 
things unequal—in your favor. 


“Rent this power mower for one 
month,” says a gardening supplies 
dealer. “If you decide to buy, we'll 
deduct the rental from the purchase 
price.” 

A sporting goods salesman sug- 
gests: “Stock up on our football 
helmets now; we'll bill you in 90 
days. Meanwhile, cash in on three 
months’ sales without laying out a 
penny.” 

A cleanser manufacturer invites 
institutional customers to deposit a 
lump sum (in multiples of $50) in 
advance, to be applied against fu- 
ture purchases. Premium for paper- 
work saved: a 3% discount on all 
orders. 

Are your salesmen authorized to 
offer special billing arrangements, 
lease or rental plans, trade-ins, or 
other non-standard terms to the 
buyer? 


= FREE CONSUMPTION. Help a 
man save money, increase efficiency 
or beef up his profits and your 
salesman immediately rises high 
above his “order taker” brethren. 





As a business writer, Ted Pollock has 
interviewed hundreds of salesmen and 
their managers on scores of subjects. 
He is a contributing editor of The 
American Salesman and holds a Ph.D. 
from Columbia University. 


MANAGEMENT METHODS 


Sah URE ERE SCS 


LAAT 


PRE 


Take eer mR REE 


: 
x 
£ 








aw 


ca I 


ALOE ERE IED 


plusses in your product 


Salesmen for Shaw-Walker Co., 
office furniture manufacturers, ar- 
range for their firm’s interior de- 
signers to survey a prospect's offices, 
draw up specific recommendations 
for improving desk locations and 
aisle space and have a Shaw- 
Walker draftsman prepare a blue- 
print for maximum efficiency. 

Says Sales Manager John G. 
Campana: “We also employ a files 
analyst, whose job is to analyze and 
assess the filing systems of poten- 
tial customers. If their files are 
doing the job, she'll say, ‘Congratu- 
lations—there’s nothing we can do 
for you.’ But if we can honestly be 
of service in streamlining a system, 
shell tell them exactly how. In 
either case, our goal is the same— 
to help our customers save money, 
time and labor. And this is a plus 
they all appreciate.” 

More and more printing houses 
offer, as part of their service, to 
write and design brochures, book- 
lets and letterheads—a real boon 
for companies that lack advertising 
departments of their own. Here is 
a service that speaks decibels loud- 
er than price. 

Can your firm’s production, engi- 
neering, design, traffic, credit or 
advertising departments give your 
customers any special kind of aid? 
And, even if not expressly part of 
present policy, have you tried re- 
cruiting your experts in behalf of 
your customers and prospects? 


= HELP IN A CRISIS. The plus 
that persuades your very next 
prospect might be your company’s 
off-beat or little-known facilities for 
handling S.O.S. situations. 
Examples: “At night, phone oper- 
ator 25.” “If we haven't the parts 
you need, we'll locate someone who 
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does.” “My company will pay the 
premium for you if you are incapa- 
citated.” “Twenty-four-hour-a-day, 
seven-days-a-week service.” 

What emergency problems _ is 
your firm equipped to handle? 





™ DEPENDABLE BACKUP STOCK. 
Sometimes simple availability can 
lower a prospect’s raised eyebrow. 

Crucible Steel Co. of America 
boasts 31 strategically located ware- 
houses, each of which can offer in- 
stock delivery of approximately 
16,000 specialty steel items, ranging 
from tool steels to stainless sheet 
and wire. 

“Even if the item wanted by a 
Cleveland customer isn’t available 
for some reason from the Cleve- 
land warehouse,” says Branch Man- 
ager Don Hall, “it wouldn't take 
long for the Cleveland people to 
find out which of our 30 other 
warehouses stock it—and to rush it 
to Ohio. This quick availability rep- 
resents a major bonus for our cus- 
tomers because it means they can 
reduce inventory, cut costs, free 
capital and warehouse space.” 

If your company maintains an 
impressively large inventory, are 
you making the most of that asset? 


™ PACKAGING. “Some of our most 
persuasive presentations center 
about the way our products are 
packaged,” reports Morton A. 
Simon, sales manager of Transo- 
gram Inc., manufacturers of toys 
and games. 

“We offer, for example, a ‘mixed 
pack’ of assorted games that per- 
mits a retailer to maintain a repre- 
sentative inventory without tying 








up a lot of capital. He can get six 
sets of four different games in one 
24-unit carton instead of having to 
invest in four separate 24-unit car- 
tons in order to have all those 
games in stock. When pointed out 
to the retailer, it’s a potent selling 
point.” 

Until other companies followed 
the lead, salesmen of General Elec- 
trics electronic tubes had a field 
day highlighting the box in which 
each tube was packed. While other 
brands often arrived smashed, GE 
tubes—isolated from shock and vi- 
bration by a snug-fitting hexagonal 
inner cell—always reached the cus- 
tomer in perfect working order. 

Brown-Forman Distillers Corp. 
successfully sells the simplicity with 
which its cartons turn into eye- 
catching counter displays. 

Any package feature that will 
add to your prospect's convenience 
or profit may make the difference 
between an order or a turndown. 

For instance, does the package 
keep the product fresher, cleaner, 
freer from breakage or spoilage? 
Has it any novel uses after the 
product is consumed? Is it “stack- 
able,” thereby saving shelf or ware- 
house space? Does its size or weight 
reduce shipping charges—or make 
it easier to tote from storeroom to 
point of sale? Is it eye-stopping? 
Can the customer see what he’s 
getting? Is there a convincing sales 
message printed on it? 

A “yes” to any of these ques- 
tions—and you have the kind of 
“fringe benefit” that can outshout 
price. 


™ SPECIAL CUSTOMER SERVICE. 
The man who remains unmoved by 
your product story may “come to 
life” when informed of the unique 
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personal service you are prepared 
to offer him. Frequently, this is the 
only plus you can offer. But what 
a difference it makes! 

Case in point: international air 
travel, one of the most standardized 
“products” in existence. Rates are 
fixed, schedules are equally con- 
venient, menus vary little. How, 
then, can an airline set itself off 
from the competition? 

“One plus alone gives us our 
competitive edge,” says Peter R. 
Ossendorf, eastern regional mana- 
ger of Lufthansa German Airlines. 
“It's personal service. For example, 
while the International Air Trans- 
port Association, to which we and 
most of our competitors belong, 
has spelled out the kinds of food 
we can offer at various price levels, 
we are in no way limited in our 
preparation of it. So that’s where 
we work to excel. Our cuisine is 
one of our strongest selling points. 

“Then there are the special foods 
we can offer our passengers merely 
by their making their wishes known 
in advance—sugar-free dishes for 
diabetics, kosher food, even low 
calorie foods for dieters. 

“We provide young mothers with 
bassinets for their infants, schedule 
flights at certain times of year for 
people who want to take their pets 
with them. Recently, we introduced 
a ‘salmagundi’ tour that gives the 


traveler a taste of everything, in- 
cluding a week-long cruise on the 
Adriatic Sea. 

“It’s to extras like these that we 
attribute our healthy growth in a 
most competitive field.” 

Personalized service can do more 
than nose out the competition. It 
can substantially increase the size 
of an order. 

R. Parker Sullivan, vice presi- 
dent, merchandising, General Tele- 
phone & Electronic Corp., explains: 
“We don’t consider ourselves just 
a telephone company; rather, were 
in the communications business. 
Since no two customers have pre- 
cisely the same problems, we must 
necessarily tailor our service to 
their needs. 

“One customer may be plagued 
by noise; the answer for him would 
be a sound-booster telephone. Per- 
haps another must consult books 
and catalogs while on the phone; 
that calls for a hands-free speaker 
instrument. A third may need mes- 
sage-taking equipment; a fourth, 
special intercom facilities; a fifth, 
a combination of several devices. 

“More than once, a man_ has 
called us with nothing more in 
mind than the installation of an 
additional extension phone, only to 
end up with an entirely revamped 
communications system—and grate- 
ful to the sales engineer who took 


the trouble to study and solve his 
problems.” 

What about the “optionals” and 
extras in your product line? Are 
your salesmen bringing them out as 
often as they should? 


= COMPLETE LINE. If your com- 
pany offers a full line, feature the 
plusses inherent in receiving many 
products from one central source: 
dependability, fewer salesmen to 
see, less paperwork, a consolidated 
bill, perhaps mixed bulk-order dis- 
counts. Even banks have found this 
a potent selling point—“one-stop 
banking”. . .“all your financial needs 
served under a single roof.” 


m GUARANTEES. “True—our price 
is the same, our product may look 
like the others, but look at the war- 
ranty you get. No charge for any 
replacement parts for a full 12 
months.” “It’s guaranteed—not for 
30 days, not for three months, but 
for two whole years.” “If there's 
any mechanical failure, we'll give 
you another machine.” “Unless 
youre completely satisfied, we re- 

(Continued on page 74) 


SPEAK 
UP! 





SPEAK UP! 


Even if your competitor can offer the same “fringe benefits” 
as you—the odds are, he doesn’t! Your edge may come simply 
from taking the trouble to underscore them. 

Example: the office machines salesman who, losing out to a 


rival, asked the customer why. 


“Your competitor sends a man here to show our girls how to 
operate the machines,” answered the customer. 
“But we do that, too!”’ the salesman sputtered. 


“Why didn’t you say so?” 
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Should you lease 
company cars? 


Which is the best way for you to handle the company car problem? Lease them? 


Buy them? Let employees provide their own? The choice is tricky because 


the claims that back up each system are often more confusing than enlighten- 


ing. Here—in cold facts—are the advantages and disadvantages of each method. 


a ay S 


©) © 
ms Which of these 
claims about company cars is true? 

It’s better to lease company cars. 

It’s better for a company to buy 
cars for its personnel. 

It's better for employees to own 
their own cars, collecting reim- 
bursement from the company. 

Answer: None of these claims is 
100% true. But none is 100% false 
either. 

It all depends on what you want 
to accomplish. The plan with the 
lowest out-of-pocket cost to your 
company may not necessarily be 
fair to your people. 

If cars are part of your company 
equipment, you'd better consider 
the advantages and disadvantages 
of these three company car plans. 


Employee ownership of car 

There are some clear-cut advan- 
tages if your employees own their 
OWN Cars: 

1. You avoid a capital invest- 
ment. 

2. You save administrative time. 
The employee takes care of insur- 
ing, filing accident claims, disposal 
and other recordkeeping. 
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The Lincoln Electric Co., Cleveland 


3. The employee is free to 
choose a car he prefers. 

4. Your out-of-pocket costs may 
be lower than with other plans. 
Since most employees purchase 
cars anyway, they subsidize the 
capital cost of the car, and pay a 
good percentage of the upkeep. 

But there are disadvantages to 
employee ownership. Studies made 
by experts show that: 

1. You cannot fully control such 
important matters as insurance, car 
appearance and_= safety mainte- 
nance. 

2. Your system of payment to 
your men is likely to overpay high- 
mileage drivers and underpay the 
man who does little traveling. 

3. If you hire young people, they 
may not be able to make the down 
payment and subsequent monthly 
payments necessary to acquire a 
car. This may give your personnel 
man trouble in his recruiting. 

4. If your employees 
dissatisfied with the amount of re- 
imbursement, they may pad their 
expense accounts, or low morale 
may lessen their effectiveness. 

Employee ownership may be less 


become 





by Frank K. Griesinger, Assistant Treasurer 


costly in dollars, but these impor- 
tant intangibles should be taken 
into account. 

Consider this realistic statement 
from an executive in a fleet man- 
agement concern: 

“A flat five-cents-per-mile ex- 
pense allowance is almost certain 
to be substantially cheaper than 
any company ownership or lease 
plan yet devised. As a general rule, 
however, salesman-ownership al- 
lowances now average better than 
eight cents a mile. At typical mile- 
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of Lincoln Electric Co., in Cleveland, 
recently co-authored a book, Sale- 
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lished by McGraw-Hill Book Co. This 
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FACTS ABOUT TRUCK LEASING 


No one claims that truck leasing is less expensive than truck ownership. Yet one major leasing 
firm, Hertz, reported in a recent year that its income from truck rentals was almost double that 


of car rentals. 


What makes truck leasing so attractive? Here are the facts. 


1. The truck lessor furnishes everything but a driver— 
gas, oil, maintenance, tires, batteries, washes and 
lubrication. And if the lessor is one of the larger 
companies, you can secure extra trucks for tem- 
porary use in peak periods. 

2. Lessors provide all upkeep for the trucks in special 
shops. The user doesn’t need to hire and train a 
special maintenance staff, nor does he need to 
buy truck maintenance equipment. 

3. The lessor will design special truck bodies if they 
are needed. The truck can be painted to the speci- 
fications of the user. 


4. Budgeting for trucking costs is far simpler. A daily 
rental rate is usually set, plus an amount per mile. 


Truck leasing through manufacturers 


Many truck manufacturers are anxious to improve 
distribution of their product. Consequently, they offer 
attractive arrangements fo prospective users. One 
manufacturer and its non-affiliated leasing company 
put the following arrangement into effect. 

The leasing company bought trucks directly from 
the manufacturer. 

The trucks were delivered directly to the client for 
a 50-month rental term. 

The client also had a one-year renewal option at 
the end of the original term. The renewal rental rate 
could not exceed $10 monthly per truck, regardless of 
original value. 


Payments are made weekly. The contract period 
varies, often averages three years. Costs for truck- 
ing can be predicted quite accurately. 


5. The lessor, not the user, arranges for insurance, 
licensing, special fees and taxes. 


6. With “contract leasing,” trucks can be leased for 
short periods to do specific jobs. 


Important: Purchase-option leases are quite apt to 
couse tax trouble to the user. In truck leasing, because 
no purchase options are involved, and because rental 
terms are geared to the normal depreciable life of 
the truck, the rental expense deductions should have 
an excellent chance of being allowed by the tax 
authorities. 


At the end of 50 months, if the client leased another 
truck from the leasing company, the used truck was 
sold back to the manufacturer for $50. 

The manufacturer then sold the new truck to the 
leasing company for an amount reflecting the trade- 
in value of the old truck. That meant the leasing 
company could reduce substantially its rental rate on 
the replacement unit—the new truck. 


Result: savings to the user. He obtains the truck with- 
out a down payment or deposit. The level payments 
over the 50-month period assist on cost budgeting. 
Most major truck manufacturers sponsor similar plans 
which the prospective truck user can explore. 























ages, the cost of company owner- 
ship or a leased fleet operation 
should be lower than that.” 


Company ownership of cars 


Companies owning their own 
cars list these specific advantages: 

1. They can make sure that cars 
carry adequate public liability and 
property damage insurance, pro- 
tecting company assets from ever- 
increasing damage awards. 

2. Mileage checks can be made 
easily, permitting closer budget es- 
timates for future business mileage. 

3. The car can be painted, iden- 
tified and maintained in a way that 
adds prestige to the “corporate 
image.” 

4. The car can be maintained 
for maximum safety, protecting 
both the company’s investment in 
the driver and its responsibility to 
the general public. 
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But company fleet managers cite 
troubles, too. 

Few companies permit the em- 
ployee to choose his own make and 
model. 

The usual fleet car, chosen for 
economy, may not appeal to the 
salesman’s wife and family. 

Recordkeeping takes time and 
money. Insurance claims must be 
filed, and personal property tax 
records maintained. While most 
companies trust the accuracy of 
mileage estimates made covering 
employees’ personal driving, some 
cross-check should be made. 


Automobile fleet management 
To provide advantages of com- 
pany-owned cars, but cut the time 
and expense devoted to record- 
keeping, many firms hire an auto- 
motive fleet management company. 
Fleet management companies ad- 


vise their clients on proper timing 
and procedure for the disposal of 
used company cars. These firms 
will also analyze a company’s fleet 
operating costs and make recom- 
mendations for ways to reduce 
costs and increase efficiency. 

While their main function is to 
facilitate recordkeeping, some fleet 
management companies will han- 
dle warranty claims and licensing 
for their clients’ cars. They can 
also arrange for low-cost group 
insurance contracts. 

Most professional fleet managers 
have close connections with many 
different auto dealers. This means 
they can arrange for car purchases 
at a small amount over dealer cost. 
Fleet management firms, usually 
retained on a fee basis, will rec- 
ommend steps for auto upkeep and 
maintenance. The cost of upkeep 

(Continued on page 64) 
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HOW. 
TO 
RATE 


an advertising agency 


There are a lot of good advertising agencies. One agency may 


be better for your company than the others. It’s probably the 


one you have now. But here's a checklist that will help you 


make certain you have the right agency. With this checklist 


you can evaluate your present advertising agency or any others 


that may be courting your business. 


by Mark B. Byron, President 
Mark Byron, Inc. 


Westport, Conn. 


ABOUT 
THE 
AUTHOR 





Mark B. Byron is a veteran advertising 
man. A former vice president of the 
Wm. Esty Agency in New York and 
advertising manager for Yardley, Inc., 
Mark Byron is now president of his 
own agency in Westport, Conn. 

This checklist has been praised for 
its usefulness by no less an authority 
than John Orr Young, co-founder of 
Young & Rubicam. Says Young, “It is 
by .. . examining vital [agency] func- 
tions that I can spot [their] strengths 
and weaknesses. Mr. Byron’s checklist 
parallels this idea.” 


SEPTEMBER 1959 


CN Some advertising 
agencies can do a better job for your 
company than others. 

The question is: which ones? 

Many firms will choose—and stay 
with—an ad agency simply because 
they like the account executive, or 
because the agency personnel 
sound like they know what they are 
talking about. 

But facts, not feelings, tell you 
whether an advertising agency can 
do—or is doing—a profitable job for 
your company. 

One agency might be strong in 
media planning, but weak in mar- 
ket research—ideal, perhaps, for a 
firm that does its own market re- 
search. Not, however, for a firm that 


considers market analysis an inte- 
gral part of an agency’s service. 

It’s up to you to decide what areas 
of an advertising agency are impor- 
tant to you. 

On the following pages is a check- 
list that will help you uncover the 
facts you should know. You can use 
it to rate your present agency or as 
a means of comparing the relative 
merits of several agencies that may 
be courting your business. 

Reprints of this checklist are 
available in case you need addi- 
tional copies. 

After each question, check 
whether the agency you're consid- 
ering rates excellent, good, fair, or 
poor, 
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A FACTUAL ANALYSIS OF 


RESEARCH 


1. Market analysis: How clear a picture 

can the agency give you of the market? 
Will it define your separate markets clearly so 

that specific campaigns can be aimed at them? 





Or might the agency regard your markets as an 
indistinct grey mass, and hope to score hits in it 
with blanket advertising? 


2. Consumer research: How specifically 
can the agency provide you with facts about 
your customers? 

Does the agency know how to conduct research 
that tells you 1) what kind of products your cus- 
tomers need and want and 2) the kind of prices 
they will pay? Can it provide you with estimated 
sales potentials? 

Or might the agency depend largely on edu- 
cated guesses, rather than solid research? 


3. Copy research: How effective is the 
copy the agency writes? 

Does past performance show that the agency 
studies and compares the advantages of its client’s 
products and their competitors’ products? From 
the comparison, is the agency able to present the 
claims that are most important to its client’s 
prospects? 

Or does the agency try to tell prospects what it 
thinks should be of interest to them, without testing 
claims or copy effectiveness in various markets? 


4. Information service: How completely 
does the agency keep its clients informed of 
important data and changes in their fields? 
Does the agency check continually the advances 
and developments in the fields it represents and 
keep clients up to date on competition activities? 
Or does it seem to think generalities and/or 
guesswork are good substitutes for facts? 


MARKETING AND 
DISTRIBUTION COUNSEL 


1. Advice about distribution: How quali- 
fied is the agency to advise you about dis- 
tribution channels? 

Is the agency familiar with your present dis- 
tribution? Does it interest in looking for 
new opportunities that may be important to you 
or be worth thorough study? 





show 


Or might the agency fail to consider the impor- 
tance of differences in certain regions and trade 
fields—a failure that could weaken the efficiency 
of your total marketing plan? 


2. Continued pulse-taking: How regular 
is the agency's contact with customers, pros- 
pects and distribution channels? 

Does the agency get basic, grass roots knowl- 
edge on which tc base marketing recommendations 
through continued contact with client markets? 

Or are there traces of an initial effort to gather 
this information during the “honeymoon” stage of 
the client relationship, and a marked drop off 
after the relationship is established? 
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EXCELLENT 


G00D 


FAIR 


POOR 


AGENCY 


CREATIVE ABILITY 


1. Copy that sells: How well does the 
agency’s copy sell its clients’ products or 
services? 

Does the agency make efforts to produce origi- 
nal, hard selling copy that really gets results? 





Or does it simply rework copy themes that have 
been used for years? 


2. Ads that get attention: How imagina- 
tive is the agency’s combination of copy 
ideas and art techniques? 

Does the agency creatively integrate copy and 
artwork for fresh original presentation? 

Or is the agency mired in mediocrity, turning 
out standard, unimpressive material? 


3. Initiative and interest: How aggressive 
is the agency when it comes to new, ambi- 
tious approaches to client problems? 

Do other accounts say that the agency produces 
ambitious ideas on ways to enlarge markets, market 
products, improve sales methods, etc.? 

Or does it accept its clients’ marketing opera- 
tions and sales methods as they are, content to 
let them point the way to improvement? 


4. Imaginative merchandising: How well 
does the agency integrate advertising into 
its accounts’ over-all merchandising pro- 
grams? 

Does the agency keep salesmen and distributors 
aware of the advertising support given them? 

Or does the record show that it fails to integrate 
advertising fully into merchandising plans? Will 
the agency leave you with the responsibility of 
producing all the promotional material for your 
salesmen and distributors, regardless of the sup- 
port your competitors’ salesmen are getting from 
their ad agencies? 


MEDIA 


1. Application of research: How would 
you rate the agency’s past record of media 
planning? 

Does the agency have a record of bold media 
planning based on the application of consumer 
and market research? 

Or does the agency fall back on “big name” 
media even though research tells it that its clients’ 
markets are better covered by less well known 
media? 

2. Familiarity with different media: How 
qualified is the agency to advertise your 
company and your products in all media? 

Has the agency had extensive experience in pre- 
paring advertising and promotion in newspapers, 
magazines, TV, direct mail, and outdoor 
advertising? 


radio, 


Or might the agency be content to learn the 
advantages and the disadvantages of advertising 
in various media at your expense? 


EXCELLENT 


GOOD 





FAIR 





POOR 
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PUBLIC RELATIONS 


1. Customer opinion: How well does the 
agency create the corporate images its 
clients want? 

Does the agency concentrate on building a de- 
sired corporate image in advertising campaigns as 
well as trying to produce sales? 





Or do past campaigns show that the agency 
fails to realize that future sales depend upon both 
corporate and product acceptance? 


2. Publicity: How well organized is the 
agency to handle a thorough public rela- 
tions job for you? 

Does the agency have experience in the devel- 
opment of plans covering public, employee, and 
stockholder relations? Has it shown the PR know- 
how to arrange for feature articles about its clients 
in leading publications? 

Or does it believe that a good public relations 
job consists of merely mailing out news releases? 


RELATIVE SIZE OF AGENCY 


1. Large agency: How well will the large 
agency devote itself to a small account? 

Will the agency consider an account that may 
be only 2% (or less) of its total billings equally as 
important as its larger accounts? 





Or does it tend to cut some of its services to 
smaller accounts, failing to realize that many small 
companies have excellent growth possibilities and 
often turn into large, faithful clients? 


2. Small agency: How well does the small 
agency diversify its clients? 
Does the agency maintain a balance between its 
clients and give equal service to each one of them? 
Or does it tend to be ruled by one or two clients 
who account for most of its total billings? 


3. Large vs. small: How is the quality of 
the service of the large agency as opposed 
to the small agency? 

Will the small agency be able to match the 
many “extras” the large agency can offer? 

Or will the large agency give you less personal 
service than its smaller counterpart? 


AGENCY EXPERIENCE 


Types of advertising: How experienced 
is the agency in handling different types of 
advertising? 

Does the agency handle both industrial and con- 
sumer advertising? Can it combine the “hard 
sense” approach of industrial advertising with the 
imaginative approach used in most consumer ads? 





Or does lack of experience, ability, or imagina- 
tion limit the agency to one field? 


AGENCY MANAGEMENT 


1. Credit report: How is the agency’s 
credit rating? 





EXCELLENT 
~ G00D 


FAIR 


~ POOR 


2. New business: How judicious is the 
agency in the selection of new accounts? 

Does the agency take care to handle only rep- 
utable accounts, which will assure you of being 
in good company? 

Or will the agency take any account that isn’t 
nailed down, regardless of whether the new ac- 
count might be in direct competition with you? 


3. Client turnover: How faithful are the 
agency’s present clients? 

Does the agency now do work for clients that 
have been with it for some period of time? 

Or does it try to shovel apples in the front of 
the cart as fast as they roll out the back? 


4. Agency independence: How independ- 
ent is the agency from entangling alliances 
that can cost you money? 

Does the agency keep itself out of restrictive 
agreements with printers, engravers or other serv- 
ices to which it jobs out work? 

Or will tie-ins between the agency and subsid- 
iary operations keep you from getting the best 
competitive prices? 


5. Service charges: How clearly will the 
agency tell you what areas the usual 15% 
commission covers? 

Does the agency clearly indicate that the 15% 
commission pertains strictly to creation of adver- 
tising or advertising campaigns? 

Or does it bill its clients for services that the 
clients thought were covered by the commission? 

(Activities that agencies usually charge extra 
for: displays, catalogs, research, sales meetings, 
PR jobs that involve additional staffing. ) 


ACCOUNT EXECUTIVE 


1. Executive ability: How competent are 
the account executives? 

Will the account executive be able to under- 
stand your problems and interpret them to agency 
heads? Will he have the ability and tenacity to 
see projects through when problems arise? Can he 
work amicably with everyone and still be a leader? 

Or will he be, for all purposes, a good-natured 
errand boy, carrying plans, copy and proofs be- 
tween two bosses? 





2. Agency supervision: How thoroughly 
will the agency check on the handling of 
the account? 

Will the agency take regular steps to make sure 
that the client gets the continuing benefit of the 
experience and brains of the agency management, 
the creative heads and departmental specialists? 

Or does the agency tend to leave the client to 
the individual judgment and viewpoints of the 
account executive? 


How to score this checklist 


EXCELLENT 








FAIR 

















There is no mathematical way to score the agency 
analysis you have just made. But if you have answered 
this questionnaire to the best of your knowledge, you 
know whether a particular agency is—or can be—a 
valuable asset to your company. 


Does the agency’s credit rating show sound 
financial management—a yardstick of agency abil- 
ity as well as an essential safeguard for you? 

Or does it seem to be hoping for that one big 
account that could offset poor management? 
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association 


Given in this article are recruiting methods you 


can use to fill a gap in your management organization. 


You will also learn in this article the conditions 


that may cause a top caliber executive to turn down 


an invitation to join your company. 


es 1f your company 
is adequately staffed at all execu- 
tive levels, for both the present and 
future, don't bother with this ar- 
ticle. 

But if you face the problem of 
recruiting an executive (as almost 
every company does), here are 
some tested ideas on how to go 
about it. 

It is an axiom that, other things 
being equal, you are better off to 


fill executive ranks by promotion 
from within rather than by recruit- 
ing from outside. 

But, unfortunately, “other things” 
are not always equal. 

It is not uncommon for top ex- 
ecutives and board members _ to 
suddenly awaken to the stark, com- 
pelling fact that their company is 
executive deficient. Perhaps a time- 
tested executive is nearing retire- 
ment and the men who are under 
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him have reached the top of their 
promotability. 
What can you do? 


Actions to choose from 

™ There are several actions you 
can choose from. Some are tradi- 
tional — almost classic. Others are 
decidedly “iffy,” their use depend- 
ing on the circumstances. Still 
others are useful in special cases. 

But repeated experience proves 
that all of the following nine ac- 
tions are worth looking at: 

1. Make a management audit. 
Before any other considerations are 
reviewed, it is good practice to 
have a continuing management 
audit in process. One company 
which makes such an audit regu- 
larly reviews and assesses the abili- 
ties and promotabilities, both 
vertically and horizontally, in each 
division of the business. 

2. Check on company employees 
currently in non-management posi- 
tions or jobs. This can be accom- 
plished by personnel questionnaires, 
followed by management evalua- 
tions and, finally, personal inter- 
views. A very large company which 
began this procedure several years 
ago was surprised to discover it 
had a number of potential execu- 
tives buried in low-level jobs. 

3. Check files for resumes sub- 
mitted during the past year by 
persons seeking positions of execu- 
tive status with the company. They 
undoubtedly are employed else- 
where now, but if they are quali- 
fied and still interested, they might 
be available for interviews on a 
confidential basis. 

4. Ask your banker or other close 
professional source, such as your 
public accounting firm, to make 
suggestions. Their intimate knowl- 
edge of your company and its ex- 
ecutive organization qualifies them 
to give recommendations. They 
should be cautioned, however, not 
to go “all out” but, rather, to de- 
cide on candidates in depth. Selec- 
tive suggestions, after careful 
analysis of potential candidates, are 
best. 

5. Make the need known to other 
key executives. A company needing 
an especially qualified top level 
man recently found its man when 
the president made the need known 
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Why good men turn 
down “good” jobs 


What are the reasons why top caliber executive recruits may 
decide not to join a company—or why present executives may 
seek greener pastures? Here, based on interviews in hundreds 
of such cases, are the real reasons—often disguised behind 
more polite excuses: 


1. Remuneration too low, with no provision for bonuses and 
other benefits which make employment at the executive level attractive 
and give incentive for company loyalty. 

2. Ingrown organization. A company now undergoing expansion, 
or diversification, or both, may still be depending—and wrongly—on the 
“old guard” and policies which are inadequate under expansion condi- 
tions. The kind of executive candidate a company needs will pass such 
a firm by. Ingrownness is not conservatism. 

3. Incompetent family domination. This is akin to nepotism, but 
different from it in this respect: the family runs the company, regardless 
of the individual members’ abilities for the jobs they hold. No non- 
family executive wants to face the frustration of incompetence and 
mistakes perpetually committed by the family. 

4. Weaknesses in management. “One-man rule,” for example, a 
holdover from several decades ago when the “strong man” founding 
a business was its only spokesman and made all high-level decisions, is 
a deterrent to talent with ambition. 

Nepotism is another management weakness. When it is known that 
the owner’s nephews or grandsons are in line for top executive posts 
eventually, the aggressive executive looks the other way. 

He also looks askance at a company whose leadership is known to 
be domineering, opinionated, and unwilling to accept new ideas. 

Further, today’s top caliber executive material, the kind which can 
help fill gaps in a company’s ranks, can spot poor organization and 
resultant poor morale and decide not to buck it. 

5. Mature industry. Perhaps a company is successful in terms of its 
own goals within an industry which generally is obsolescent. What does 
it offer, therefore, to an executive who wants to “grow?” 

6. Too many young executives. Many postwar industries have 
this problem. The challenge of getting ahead with so much competition 
from others in the same age bracket is sometimes unattractive to a 
sound, ambitious candidate. 

7. Control by outsiders, such as out-of-state interests. The absentee 
owner organization causes rising executives to feel deprived of the 
opportunity to have their abilities and successes recognized to their own 
advantage. They think twice before joining such a company. 

8. Internal fight for control. Consultants, analyzing a company 
to determine its executive needs, can observe objectively and readily 
note a power struggle. A company so badly organized that these jungle 
tactics prevail needs to reform before capable executive material can 
be brought in from the outside. 

9. Poor public relations. A company which had been in the news 
with a proxy fight was found to be unattractive to executive candidates. 
The issues had to be resolved satisfactorily, reflecting corporation 
strength, before top grade men were willing to join the firm. 

10. Outmoded product. Especially at the sales level, executives 
will decline employment offers of a company producing a product with 
a low sales potential. Other types of executives likewise might decline, 
on the premise that an obsolete product does nothing to improve the 
profit picture. 
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to others in his own management 
group. One of the executives was 
personally acquainted with the man 
they needed and induced him to 
join the company. 

6. At this stage in the executive 
search, a company can query its 
entire executive group for sugges- 
tions. If you do so, however, you 
run the danger of getting recom- 
mendations that lack objectivity 
and that are emotionally motivated. 

7. Check your business associates 
for recommendations. This must be 
done cautiously. Divulgence of 
competitive information is one of 
the risks, as is word-of-mouth dis- 
tortion of the company’s true needs 
and status. 

8. Ask your trade association for 
help. With its knowledge of your 
over-all industry and of individual 
member companies, its recommen- 
dations can be trusted. 

9. If the position is of sufficient 
level, take the problem to a con- 
sulting firm specializing in execu- 
tive recruitment. The values of this 
approach are the consultant's ob- 
jectivity; his acquaintanceship with 
many competent executives; his 
skill in pinpointing advertising to 
draw new executive candidates; 
and his freedom, being uncon- 
nected with or uninvolved in the 
company in any way, to make di- 
rect inquiries. A consulting execu- 
tive search firm can go places in a 
search project that your company 
may not be able to go. Further, the 
executive recruitment specialist can 
see flaws in a company’s organiza- 
tion of which the management it- 
self may be unconscious — flaws 
which are standing in the way of 
improving executive ranks (see 
the box on page 45). 


A case in point 


® One advantage an executive re- 
cruitment specialist has is his third- 
party status. Here’s an actual case 
in point, illustrating a problem 
commonly found in successful, 
medium-sized companies. 

A well-qualified sales executive 
was being sought to succeed a vice 
president in charge of sales at an 
early date. The sales vice president, 
who was already overage and 
dangerously close to inactivity, had 
once been remarkably successful as 
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a “one-man operator.” He had been 
unable to delegate or train anyone, 
simply because he insisted upon 
doing everything himself. He had, 
however, been the actively ener- 
getic type, who had done these 
things quite well, with the result 
that the company had prospered. 
He resisted the company’s efforts 
to get him to train a successor, even 
though offering this resistance some- 
what unconsciously. 

An executive recruiting firm was 
finally called in and uncovered the 
facts outlined above as part of its 
analysis of the problem. The firm 
brought the matter frankly and 
openly to the attention of both the 
president and the executive to be 
replaced. With clear and open un- 
derstanding on all sides, the search 
for a replacement was launched. 
The recruiting firm found a well- 
qualified man who could come in, 
under the somewhat difficult cir- 
cumstances, and prepare tactfully 
to take over the top sales position. 

The search was handled so that 
the man chosen had qualifications 
that could win the support of the 
retiring vice president. A number 
of candidates qualified by experi- 
ence were not qualified by tem- 
perament to come into this kind of 
a situation without creating a con- 
flict and disturbance to the sales 
organization. 

The problem of maintaining an 
executive team may become con- 
siderably more acute for you be- 
fore it gets easier. A quick 
management audit may show you 
that the time to start recruiting for 
your future needs is now. & 
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and there’s your label 


‘Weber Touch-Stenciling—the fast 


easy way to address multiple 
carton shipments... 


No more stencilboards, rubber stamps or 
label typing. Instead, you can print facsimile 
labels directly on cartons with just a “touch” 
of a Web-O-Print hand duplicator. 


Stencils are pre-cut to duplicate your label. 
Customer’s name and address or product in- 
formation is filled in on a typewriter or by 
hand. Then slip the stencil on the handy 
duplicator and touch-stencil all the cartons 
in the shipment. The duplicator leaves a 
clean, sharp print that will not fade, rub or 
wash off. 


It’s so easy to do. With a smooth, one-hand 
motion 40 to 50 cartons can be addressed in 
a minute. The duplicator holds enough ink 
for several thousand impressions and _ it 
prints anywhere — cardboard, wood, paper, 
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After the shipment has been addressed the 
stencil is thrown away, saving filing time 
and space. 
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as a consultant to the U. S. Department City—_____ Zone____State__ 
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PHOTO PANELS 


the Quick, Easy Way to Reproduce Lists 
for Directories, Catalogs, Indexes, Etc. 
JUST TYPE-PHOTOGRAPH-REPRODUCE 


Save time and expense of typesetting; your typewriter is your compositor. Each line 
typed on individual card. Revisions quickly made, listings added or deleted, page 
arrangements changed and illustrations or headings added. 

Always available for instant reference or use, easily kept up to date in your office 
and under your control, conveniently and compactly filed. 

Reproductions can be made any proportionate size and printed by offset, plano- 
graph or other methods of commercial or office reproduction. 


ACME VISIBLE RECORDS, INC., Crozet, Virginia 


District Offices and Representatives in Principal Cities 

















ACME VISIBLE RECORDS, INC., Crozet, Virginia ‘ bes 
; ' mpa 

(CD Send us more information and literature on ee — 

Photo Panels. po 

; ‘ we . ention 
00 We are interested in Acme Visible equipment ; 
ecords. 

” KIND OF RECORD — Address___ 
DD Have representative call. Date 

Time City Zone___ State i 
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ACCURATE 
PRODUCTIVE 
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IT'S THE All New. 


PLUS-0-MATIC 
pon CALCULATOR WITH 


The FIRST Major 
Development in 
Key-Drive Calculators 
in More Than a 
Generation! 

AND 


Mhenory Kagi 


FASTER / because it eliminates thousands of 
tiresome key depressions. 

SIMPLER / because its minimal controls make 
operation easy for everyone. 

MORE ACCURATE / because multipliers are 
displayed in the MAGIC MULTIPLIER dial. 
MORE PRODUCTIVE / because subtraction Yy 
and accumulation are automatic. 

No machine adds faster. 

Ask for a demonstration and you'll agree 


it’s “The One Calculator for All Office 
Figure Work.” 


PLUS Computing Machines Division 


CONTROL SYSTEMS, INC. 
5 Beekman Street, New York 38, N. Y. © REctor 2-0045 


Representatives in Principal Cities 
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Thought 
starters 


OFFICE METHODS 


Dial 400 uses for 
office copying machines 


A graphic, easy-to-use guide has 
been devised to indicate all the 
many applications where copying 
machines can save time and money 

It is called the Select-O-Master 
office systems guide by Cormac Pho- 
tocopy Corp. Specific uses are sim- 
ply dialed on a slotted wheel. 

One side lists specific applications 
in 18 different industries. The other 
side shows copying needs of depart- 
ments in any business. Also indi- 
cated on the guide are numbers of 
detailed application folders that 
may be requisitioned from Cormac. 

For your free rotary slide rule, circle 
number 255 on the Reader Service 


Card. 


NEW PRODUCTS 


New dictating unit features 
envelope-size sound sheet 


Stenomatic is a compact magnetic 
dictating machine just introduced 
by DeJur-Amsco Corp. 

The new unit has an automatic 
injection and ejection system for 
ease in changing the magnetic sound 
sheets. Each allows six minutes of 
dictation. An automatic warning sig- 
nals 15 seconds before end of the 
sheet. 

These envelope-size sheets are 
easily mailed in a No. 9 envelope 
and can be erased and used indefi- 
nitely. Sound is not distorted, DeJur 
states, even if the sheet is folded or 
crumpled. 
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A completely self-contained unit, 
the Stenomatic serves for both dic- 
tation and transcription. The ma- 
chine has a built-in speaker in addi- 
tion to the hand microphone. 





Second sound sheet can be inserted 
while first is being ejected from unit. 


It weighs 14 pounds and measures 
11% by 7% inches. The unit costs 
$279.50. 





For more details on this new dictat- | 
ing machine, circle number 254 on the | 
Reader Service Card. 


Low cost electric typewriter 
has standard keyboard 


$179.50 is the price of a new 
lightweight electric typewriter in- 
troduced by Smith-Corona Mar- 
chant, Inc. This compares with a 
price of $420 and up for the com- 
pany’s deluxe models. 





The new machine weighs only 19 








New electric typewriter is one - half 
weight and price of deluxe models. 


pounds, making it easy to move 
from desk to desk. 

Named the Electra 12, it has a 
full-size, 88-character keyboard and 
practically all other standard fea- 
tures. It will accept paper up to 
12% inches wide and type an 11-inch 
writing line. 

The machine is available with 





either pica or elite type. Standard 
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Who pays 


your postage? 


Mr. R. has just paid the 
sympathetic mailman 20¢—for 
five ‘Postage Due” letters. 
He does not feel kindly at all 
toward the senders, and who 
can blame him? A faulty mail 
scale which underweighs, does 
nothing for your company 
reputation. And a scale which 
overweighs, wastes postage. 
Moral: Get a Pitney-Bowes 
precision built mailing scale! 





Model 4900 for the small office 
has convenient postage computer 


PITNEY-BOWES 
Mailing 
Scales 


PitNEY-Bowes, INC., 
4578 Walnut St., Stamford, Conn. 
Originator of the postage meter... 


Tel 


offices in 121 cities in U. S. and Canada. 





Six Pitney-Bowes scale models 
for every requirement eliminate 
underpayment and overpayment 
of postage. For the small office, 
the Model 4900 (illustrated), is 
accurate, easy to use, and has a 
handy postage computer. Larger 
PB models have an automatic 
pendulum mechanism that ensures 
permanent accuracy, quick and 
exact register; with hairline 
indicator, large chart markings 
are easy to read, make mailing 
fast and easy. Ask the nearest PB 
office to show you, or send coupon 
for free illustrated booklet. 

Free: Handy desk or wall chart of 


Postal Rates, with parcel post map 
and zone finder. 


ge ae ce ee ee ee ee ee oe ee Oe ee 


PITNEY-BowEs, INC. 
4578 Walnut Street 
Stamford, Conn. 


Send free booklet QO rate chart O 


OO OE ee 


| Address 





| 
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finishes offer a choice of three col- 
ors—gray, blue or green. 

For more details on this low cost 
electric typewriter, circle number 253 
on the Reader Service Card. 





Portable lectern has 
built-in sound system 


A new portable, all-transistor lec- 
tern complete with public address 
| unit, is housed in a case about the 
size of a suitcase. 

The Lectronic Lectern, designed 





| Would 
You 
Put 


a 

Size 12 
secretary 
| in 

a 

Size 9 
Dress? 





















CALLYOUR 








by Radio Corp. of America, is 
quickly set up by opening the case, 
removing the microphone and plug- 
ging in the cord. One side of the 
case is raised to form the lectern 
top. There’s no need for running 
microphone or speaker wires since 
all the electronic equipment needed 
is in the case. 

An output connection allows tape 
recording of a speech. 

The miniature RCA microphone 
can be worn around the neck or 
mounted on a flexible gooseneck. 

The complete unit weighs 35 


She’d look terrible—feel 
worse! And chances are she 
couldn’t put out a good 
day’s work. The same goes 
for a miss in a misfit 
chair! That’s why she 
belongs in a Cramer 
Secretarial Posture 

Chair, the chair that 
was made for her. 


Cramer Chairs adjust to 
the individual with simple 
finger-tip controls. Perfect 
seat height and depth, 
proper backrest position 
will fit and sit her 
right. She’ll feel the 
difference because she 
is “Backed by the Best.” 


\.) 
) 







e Replaceable Seat 
and Back Covers 


e Molded Foam 
Latex Cushions 


e Lifetime Spindle 
and Bearing 


e One-Piece Cast 
Aluminum Base 








DEALER 


OR WRITE FOR COMPLETE DETAILS 
CRAMER POSTURE CHAIR CO. INC., 625 ADAMS, DEPT. MM-9, KANSAS CITY, KANSAS 
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pounds and measures 18 by 20 by 
8 inches. If AC current is not avail- 
able, the lectern can be powered 
for about 50 hours by four six-volt 
batteries also contained in the case. 

For more details on this new port- 
able, transistorized lectern, circle 252 
on the Reader Service Card. 


New office machine mounting 
absorbs vibration noise 


A leveling type mount for office 
machines, computers and_ other 
equipment has been developed by 
the Felters Co. 


Called the Unisorb Level-Rite, 


the device absorbs up to 85% of 
the transmitted vibration, the maker 
states. It also reduces noise level 
and holds machines securely. 

The Level-Rite features a vibra- 





Leveling mount reduces 


equipment 
vibration noise and stops creeping. 


tion control pad in an all-steel hous- 
ing which supports a free-floating 
post. 

The mounting will support up to 
200 pounds per unit. The free- 
floating design compensates for 
uneven or pitched floors. The ma- 
chines are easily set in the mount- 
ing, levelled and secured by a 
locking nut. 

For more details, circle number 251 
on the Reader Service Card. 


New contour sofa 
is electrically operated 


Relaxation is assured with a new 
adjustable contour sofa-lounge. 

Scientifically designed by W. B. 
Ford Design Associates, the unit 
looks like a comfortable office sofa. 
When extended, it becomes a con- 
tour lounge. A four-way push button 
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switch allows the user to elevate his 
knees and incline his back auto- 
matically. 

In this position, the busy execu- 
tive can rid himself of body tension 





Contour couch can be automatically 
positioned to reduce body tension. 


to return to his responsibilities 
refreshed. 

Manufactured by Detroit Harves- 
ter Co., the unit is called Select-A- 
Rest lounge. 

For further details on this sofa, circle 
number 250 on the Reader Service 
Card. 


Machine dispenses cups 
of freshly brewed coffee 


“Brew-A-Cup” is an automatic 
unit that brews and serves indi- 
vidual cups of coffee made from 
regular ground coffee. 

Rudd-Melikan, Inc. states pre- 
vious vendors have been limited to 
dispensing coffee made from con- 
centrates, or batches of coffee. 

It takes only six seconds for the 
new machine to brew and serve 
each cup of fresh coffee. It has a 
capacity for 900 cups and can also 
be used to dispense tea, soup or 
hot chocolate. 


The unit is coin-activated and 





Flavor and aroma is retained in 
new “Brew-A-Cup” coffee vendor. 
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beverage selection is simply dialed. 
Push buttons supply extra cream 
and sugar. 

For more details on “Brew-A-Cup”, 
circle number 249 on the Reader Serv- 
ice Card. 


TRAINING 


New film reviews 
secretarial techniques 

Free screening of a new full- 
color film “Duties of a Secretary” 
is offered by Underwood Corp. 





You 
Wouldn’t 


Set 
an 


Expensive 
Machine 

on 
Toothpicks! 


speagpet omar il ij Sty - 
‘i | oe 
%, ~o . 
bs — 
e Model ‘ ed 
4 OMS-1 \ wt 


CALL YOUR 


dream sequence tech- 
nique, the 22-minute sound film- 
strip dramatizes the right and 
wrong way to perform secretarial 
duties. 

It shows how to organize work, 
exercise initiative, get along with 
others and make a job more enjoy- 
able. This interesting and informa- 
tive 140-frame filmstrip comes with 
a 12-inch long playing record. 

To arrange for a viewing of this 
film, contact your local Underwood 
representative, or circle number 248 
on the Reader Service Card. 


Using a 








The fact is—some old- 
fashioned office machine 
stands are just about as 
unstable as four spindly 
toothpicks! Take a look at 
yours ... then look at Cramer 
“Guardian” Office Machine 
Stands. Sturdy steel 
construction. Safety domes 
edged with plastic rings that 
“freeze” stand to floor. 
Fingertip levers control 
casters and side leaves. 
Baked enamel finish, 

in a choice of colors. 


Your expensive office 
machines deserve to be 
“Backed by the Best.” And 
there’s a Cramer stand 

for every office machine. 


DEALER 


OR WRITE FOR COMPLETE DETAILS 
CRAMER POSTURE CHAIR CO. INC., 625 ADAMS, DEPT. MM-9, KANSAS CITY, KANSAS 
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no carbon 


required 








For cleaner, clearer, 
easier-to-handle forms 


MULTIPLE 





cd 





NCR PAPER enables your employees to work faster, more efficiently, 
and assures clear, permanent copies of all types of forms. NCR Paper 
is preferred by cost-conscious businesses everywhere because: 


STATEMENT 


1A 
Y oF amen 
CONTROLS compan ee 


S 
N 
sg a6. WISCONS! 


Monutacturers 


mMILWAUK 


ANOTHER PRODUCT OF 


THE NATIONAL CASH 


1039 OFFICES IN 121 COUNTRIES 


MANAGEMENT METHODS 











tA 









...use NCR PAPER 


COPIE 
CARB 


r 








SAVES MONEY 


NCR PAPER SAVES MONEY. 
The price of NCR Paper is sometimes higher 
than forms with carbons, but the time saved 
and other advantages far exceed any in- 
crease in price. 


NCR PAPER SPEEDS HANDLING. 


Repeated testing proves the average clerical 
worker can do 30% more work per day if 
he works with forms on NCR Paper! NCR 
Paper eliminates the need for carbon paper 
handling and disposal. 


NCR PAPER WON’T SMEAR. 


Regardless of the number of times a copy 
may be handled, the print will not smear or 
smudge. Because it eliminates carbon paper, 
NCR Paper will not soil hands or clothing. 


NCR PAPER PREVENTS ALTERATIONS. 
NCR Paper can be erased—but not without 







detection. This built-in protection makes it p 
one of the safest papers available for busi- A Meta } 
ness forms. =, i AN 4 

nes — ~atad %© usr on 


NCR PAPER IS EASY TO USE. 


It produces up to 5 copies merely from the 
pressure of a ball point pen or pencil, and 
8 or more copies with a business machine 
or typewriter, 








\8a¢ 
NCR Paper is ideal for all types of business forms! Call your — 
local printer or forms supplier today, and he’ll be glad to pro- Ts, 
vide you with free samples. — 


REGISTER COMPANY 


Dayton 9, Ohio 
75 YEARS OF HELPING BUSINESS SAVE MONEY 
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‘‘Xerography helps us render 
better service at lower cost.’’ 
L. J. KALMBACH, President 


Massachusetts Mutual Life Insurance 
Company 


Massachusetts Mutual speeds paperwork duplicating, saves 
thousands of dollars yearly with XeroX*® copying equipment 


REPRODUCING « bulletins « reports «+ manual changes « statements « memos 


Three years ago Massachusetts Mutual 
Life Insurance Company, one of the 
10 largest life insurance companies in 
the United States, installed XeroX 
copying equipment to speed its paper- 
work duplicating. 

Since then, the company has made 
substantial savings in the xerographic 
preparation of offset paper masters 
from which multiple copies of bulle- 
tins, statements, reports, memos, and 
many other items are run off on an 
offset duplicator. 

The ultimate purchase price of the 


XeroX equipment (reduced through 
applied rentals) has been completely 
written off, and the cost of acquisition 
has been more than recovered from 
savings made. 

Equally gratifying are the time sav- 
ings. Conventional reproduction meth- 
ods used formerly required 45 minutes 
per negative. Now, xerography, wher- 
ever used, prepares a completely dry 
master in four minutes. 

Xerography can help you, too. Write 
for proof-of-performance folders show- 
ing how companies of all kinds and 
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address changes « many others 


sizes are speeding paperwork and sav- 
ing thousands of dollars yearly by 
xerography. HALom XeERox INc., 59- 
194X Haloid St., Rochester 3, N. Y. 
Branch offices in principal U. S. and 
Canadian cities. Overseas: Rank Xerox 
Ltd., London. 


HALOID 
XEROX 
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ms Office workers are being paid signifi- 





What you should know 
about office salaries 


Inflation’s impact on clerical payrolls is evident in the findings 


just released on a major study of office salary rates. The study also 


covered company practices on the clerical workweek, overtime 





cantly more money this year than last. 

If you look at the figures for the country as a whole, 
you find that the “average” clerical worker earned $64 
a week last year and earns $70 now. 

But national averages can be misleading. Here is 
why: 
® Office salary rates vary from region to region. 
® Clerical rates are influenced by working conditions, 
fringe benefits and other factors that vary from com- 
pany to company. 
® Although clerical workers readily shift from com- 
pany to company in a given location to get higher 
pay, they seldom if ever move to a new location be- 
cause of higher rates there. Thus your clerical labor 
supply is strictly a local affair. You compete for good 
clerical people with only those companies in your 
own area. 

It is because of these facts that the National Office 
Management Association reports its annual office sal- 
ary survey on a city-by-city and region-by-region 
basis, rather than merely with over-all averages. 

The latest NOMA salary study is based on informa- 
tion supplied by 7,590 companies in 128 U.S. and 
Canadian cities. These companies reported salary 
figures on a total of more than a half-million clerical 
employees in 23 specific job categories. The job cate- 
gories range from junior typist to private secretary. 

Together with local salary rates, the NOMA survey 
produced figures showing trends on the clerical work- 
week, overtime pay, holidays, unionization, vacation 
practices, and the ratio of clerical employees to total 
company employees.* 


Regional salary differences 

Figure 1 gives average salary figures for six repre- 
sentative clerical jobs in the five regions of the coun- 
try, as well as for the U.S. as a whole. The black 
numbers in the chart are taken from NOMA’s latest 
salary study and show the average dollar amounts 
being paid currently. The numbers in color are taken 





*A 38-page written and statistical report of the survey findings is available 
to non-members of NOMA for $30. Address Technical Division, National 
Office Management Association, Willow Grove, Pa. Ask for “Office 
Salaries—1959.” 
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pay, holidays and unionization. Here is a quick look at the key facts. 


from an earlier NOMA study and show the average 
rates reported for these same jobs in 1957. 

The significance of Figure 1 is that the same clerical 
job commands different salaries in different regions, 
but regardless of these differences there has been a 
general rise in clerical wage rates since the 1957 study 
was made. 


12-year trends 


NOMA has made clerical salary studies regularly 
for many years. There are 11 cities that have been 
represented in every one of these studies during the 
past 12 years. Furthermore, there are six specific cleri- 
cal jobs that have been covered in every one of the 
salary studies made during the past 12 years. 

The 11 cities are Atlanta, Boston, Calgary (Ont. ), 
Des Moines, Detroit, Grand Rapids, Milwaukee, New 
York, Philadelphia, Seattle, and Stamford (Conn. ). 


Average salaries for six office jobs 


3 
3 
Do 
ss p 2 " 
oe s 2 os = o5 = 
ze 7} se¢ §£< g - 
| es ee Se ee ee 
St 22 #83 28% & > 
TOTAL U.S. 
1959 $60 $76 $86 $64 $89 $66 
1957 Ls 71 75 61 83 60 
EASTERN U.S. 
1959 59 y fy 83 62 89 63 
1957 56 67 70 58 82 59 
EASTERN CENTRAL U.S. 
1959 62 78 90 66 92 73 
1957 58 71 77 62 84 64 
WEST CENTRAL U.S. 
1959 60 74 86 59 86 62 
1957 58 70 75 58 81 58 


SOUTHERN U.S. 
1959 56 76 82 64 85 63 


1957 54 73 73 59 81 58 
WESTERN U.S. 
1959 62 80 91 70 92 71 
1957 60 76 84 66 86 65 
Figure | 
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”VIRY-TALLY 


ee 


Keeps your finger on 
Costs... 
Quality Control... 


Order Analysis... 
Telephone Logging... 


Paperwork Control... 


What... How much... How many... Where? These are 
but a few of the things you have to know for successful 
operation of your business. 

the easy way to maintain this constant, up-to-the- 
minute data is with a Vary-Tally by Veeder-Root — the 
multiple unit reset counter that counts everything that’s 
countable. 

Compact. Easy-to-use. Easy-to-read. Vary-Tally can be 
oe in nearly any combination of units. You can use 

ary-Tal . # in your business — let us show you how it will 
help you. Write for complete details. 








**The Name That Counts” 


Veeder-Root 


INCORPORATED 
HARTFORD 2, CONNECTICUT 
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1 () () PRACTICAL SOLUTIONS 


To Managment Problems 
Find them in— 


THE DECISION-MAKERS 


by Richard R. Conarroe, 
Editor of Management Methods Magazine 


Sixteen idea-packed chapters reveal the professional manager 
with his sleeves rolled up, making the kind of imaginative 
decisions that bring a company out on top. 
Follow these top flight executives as they show you by their 
own example how to create tomorrow’s sales now .. . predict 
and reach distant growth goals . . . build a management staff 
. . . handle public and private finance . . . win cooperation 
from your union... get a new plant with no capital outlay 
. work harder without ulcers . .. and scores of other real 
problems with solid, imaginative solutions. 
This big 8%2”x 11” book is fully illustrated and beautifully 
bound. The cost is only $10 per copy, with quantity discounts. 
The book is available on a 10-day free trial basis. It makes 
an appropriate gift for business associates or college library. 














1 jl : 
1 Bureau of Business Practice, ; 
1 513 Garfield Ave., New London, Conn. i 
: Sirs: Please send me a copy of The Decision-Makers, at $10, ! 
; on a 10-day free trial basis. ; 
' i 
' Name 1 
' 1 
' 1 
: Company 1 
i 
' i 
t Address _— 1 
1 1 
' ni F 1 
‘8 a oe -Zone—— oo) = is 
: CJ Bill me (}) Bill my company C1) Check adeesa 








Rising Trend in Office Salaries 


YEARS 
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Figure 2. The trend shown in this graph is based on figures 
supplied by companies in 11 cities covering the salaries they 
pay for six representative office jobs. The 11 cities are 
Atlanta, Boston, Calgary (Ont.), Des Moines, Detroit, Grand 
Rapids, Milwaukee, New York, Philadelphia, Seattle and 
Stamford (Conn.). The six jobs covered in this analysis are 
secretary, junior and senior typist, telephone operator, and 
junior and senior stenographer. 





DOLLARS 


The six jobs are secretary, junior and senior typist, 
telephone operator, junior and senior stenographer. 

Because the figures are complete since 1947, these 
six jobs in the 11 cities serve as an excellent base for 
plotting salary trends. 

Figure 2 is based on the average weekly salary for 
these six jobs in the 11 cities. The graph shows that in 
January 1947 the average salary was $36. By March of 
this year, the figure had risen to $69, a gain of 92% 

Note that the increases were regular and accelerat- 
ing until 1954—$2 per year until 1950, $3 per year in 
1951 and 1952, then a $4 increase in 1953. 

The trend broke in 1954 when the increase over the 
previous year was only $1. At this point there was 
some hope that clerical salaries might begin to level 
off. However, the accelerated gains took over again 
with a $2 average increase in 1955, $3 in 1956, $4 in 
1957, then slowing to a $3 increase in 1958, and $2 in 
1959. (For the country as a whole, however, the fig- 
ures show a $6 increase this year, as pointed out in 
the opening of this article. ) 

Of the 11 cities covered in this analysis, New York 
shows the smallest percentage of salary increases over 
the past 12 years. Even so, the figures show that, for 
the six jobs studied, the average salary increase since 
1947 has been 82%. 

The city with the biggest gain in salary rates is 
Calgary, Ont., where clerical salaries are indicated to 
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be 124% higher now than 12 years ago. Here is the | 
percentage of gain shown for each of the 11 i 
covered in the trend analysis: 





Calgary 124% 


Milwaukee 106% 
Philadelphia 91% 
Stamford, Conn. 89% ae 


Grand Rapids 88% 
Boston WITH HOWE FOLDING TABLES 
Seattle 86% 
Atlanta 84% 
Des Moines 84% 
New York 82% 


Among individual types of clerical workers, top 
level private secretaries seem to have prospered most Spree 8 
highly during the 12-year period of clerical salary 
inflation. In the 11 cities studied, the salaries of private ‘ 
secretaries have doubled since 1947. Budget-priced! HowLite plastic top folding tables are priced 
below tables with plastic laminate tops. HowLite is unharmed by 
: | soaps, water, bleaches, greases. The resilient vinyl content of 
Workweek for clerical workers | HowLite plastic subdues silverware clatter, protects china from 
breakage. “Golden Birch” pattern can’t wear away. For data, use 
coupon below. 





When asked the length of their workweek for cleri- 
cal employees, the thousands of companies reporting | 
in the NOMA salary study answered as follows: 


40-hour workweek 











68% 
37'2-hour workweek 
12% 
35-hour workweek Eases handling and storing. Howe folding chair and 
| ee 35% table trucks have welded steel frames of 2” x 2” x ¥e” thick angle 
iron. 6’ and 8’ long HOWE table trucks carry 10-12 units. HOWE 
More than 40-hour workweek chair trucks come in 5, 6, 7, 8 ft. lengths. Available in upright and 
| cemmememmemmerscmmmn | understage storage models. HOWE’s round banquet table trucks 
No answer handle 48”-72” dia. tables. All HOWE trucks roll easily on 4”, hard 
711% rubber, ball bearing casters. For information, use coupon below. 





Comment: Companies in the eastern part of the | 
U.S. lean more toward the shorter workweek than do 
companies in other sections. However, the less-than- | 
40-hours has really caught hold in Canada; four out | 
of five firms there work fewer than 40 hours. 





12 ft. folding conference table. The Howe Mobil-Matic 
“12” seats 14 people comfortably, folds easily and compactly, rolls 
away on 4” swivel casters. Counterbalanced spring tension and syn- 
chronized action make opening and folding almost effortless. Genu- 
ine walnut-grained Formica top. Self-edged or anodized aluminum 
molding. Understructure plated with bright, rustproof, Cadmium. 
Overtime paid daily after eight hours or | Get literature on HOWE mobile units. Use coupon below. 


Overtime for clerical workers 


Here is how the tabulations came out regarding | 
overtime payments for office personnel: 


other standard workday 
53% 


Overtime paid weekly after 40 hours or 





HOWE FOLDING FURNITURE, we. 


1 PARK AVENUE, NEW YORK 16, N. Y. 








" ili f 2 en Ss Ce es 
other standard workweek . ie! | HOWE FOLDING FURNITURE, INC. i 
39% \ 1 Park Avenue, New York 16,N. Y. MM-99 i 
J rerti > NaI Please send me illustrated literature describing the 
No overtime paid following: HOWE Chair and Table TrucksC) | 
8% : HOWE Mobil-matic Units) HowLite Plastic TopD) 
Name 








RE a ee awd ili 





Comment: Overtime for clerical workers seems to | © = 
be an invention of the U.S. For example, in Canada, | Choose from over 
the majority of business firms (57%) still make no over- | 170 HOWE units... OR rnin — 
time payments at all to office personnel. & For illustrated liter- {city __________ione 


ature, act now! ee i i ) 
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4 COPY PROBLEMS YOU CAN SOLVE 
WITH A SINGLE COPYING STATION 








































Copies hard to read? You 
get clear sharp copies every 
time with Photostat® pho- 
tographic copying equip- 
ment. A central photocopy- 
ing station handles all your 
copy needs, maintains effi- 
ciency, assures reproduc- 
tions of consistent quality. 


Not enough copies ? A flick 
of a finger gives you as 
many clear, exact copies as 
you need. For example, the 
‘desk-size Photostat Junior 
Continuous Models copy 
anything written, drawn, or 
typed — automatically give 
you dry, collated copies 
ready for use. 


Too much waste? You can 
end the waste of effort, 
me, and materials spent 

ing to make ‘‘good”’ cop- 
tostat photocopying 
us is easy to use, 


copy (and they 
all good) costs 
same; there 


Service headaches ? Serv- 
ice and maintenance are eas- 
‘ ier when you have a central 
4 system; and Photostat Cor- 
, poration is noted for com- 
plete service, starting with 
operator training — service 
that saves your money. 


Because we market both desk-side and central station units (as 
well as equipment for microfilm and offset duplicating) we can 
recommend the copying system or combination of systems that’s 
best for your copying needs. 


Just call the nearby Photostat Corporation Service Office, or write us. 


PHOTOSTAT CORPORATION 
DEPT. M-1 ROCHESTER 3, N. Y. 


PHOTOSTAT is the trade mark of PHOTOSTAT CORPORATION 


(Circle number 162 for more information) 
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Business 
electronics 


New analog-to-digital unit 
performs several tasks 


A new shaft-input analog-to- 
digital recorder has been de- 
signed by Fischer & Porter Co. 

It records analog values on 
binary-decimal punched tape 
which can be read directly or 
translated automatically into 
cards or tape for computer 
processing. 

Besides producing a digital 
punched tape record, the new 
unit simultaneously supplies 
digital data in the form of elec- 
trical contacts for telemetering. 

Input torque needs are so low 
that the measured variable itself 
can be used to drive the shaft. 





ADR unit will operate for one year 
on single battery. 


When torque is insufficient or 
the signal is in electrical form, 
the ADR can be used with a 
servo system to record flow, pres- 
sure, temperature and_ other 
analog values. Used with a sole- 
noid and ratchet wheel, it re- 
cords pulses for counting jobs. 

This analog-to-digital recorder 
can be operated from commer- 
cial power supplies or by bat- 
tery. A single six-volt dry cell 
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battery will power the recorder 
on 15-minute reader interval for 
an entire year. 

For complete details circle num- 
ber 267 on the Reader Service Card. 


Electronic searcher scans 
year’s science data in hrs. 


A three-year experimental 
project completed at Western 
Reserve University, Cleveland, 
has proved the feasibility of 
searching scientific literature by 
machine. 

Because of the success of the 
present electronic scanner which 
searches 30 abstracts per hour, 
the science searching program is 
being vastly expanded. 

A new, speedier searching 
selector is now on order. This 
electronic machine, developed 
by General Electric Co., will be 
able to search 100,000 abstracts 
an hour. As it scans vast amounts 
of technical data, it comes up 
with answers to specific in- 
quiries. 

With its installation, WRU 
hopes to establish a world scien- 
tific document center. As a con- 
crete indication of the machine’s 
tremendous output, it will be 
able to search one year’s output 
of the world’s metallurgical liter- 
ature in just six minutes. It will 
be able to scan a year’s chemical 
literature in one hour. 

With the current slow ma- 
chine, WRU is keeping 10 com- 
panies up-to-date on science ad- 
vances in their fields. Capacity 
for future processing of techni- 
cal data at Western Reserve 
University will spearhead a drive 
to put the U. S. well ahead of 
Russia’s huge Institute of In- 
formation, according to James 
W. Perry, director of the Center 
for Documentation and Com- 
munication Research. 


New microfilm printer 
saves time and space 


Compact equipment that can 
record computer output data on 
microfilm at the rate of 15,000 
characters or graph points per 
second has been developed by 
Stromberg-Carlson. 

Named the S-C 4020, appli- 


SEPTEMBER 1959 





Y to $85 
exre Excellent - 
t person war 
work and able. 
lity — e i 

n mod offi Be 

} 
i 





many emp! aac 
ENOS 


: NTS 
PERSON: NEL 
& LX 








Situations Wanted — Female 





AVAILABLE 
THE WORLD'S 
FASTEST 
STENOGRAPHER 


Seeks permanent position. Under- 
stands and speaks every language. Will 
work in large or small office. Perfect 
for details, guaranteed 100% accuracy. 
WILL WORK 24 HOURS A DAY 

Seven days a week 

Never late 
Never home ill 
Needs no instructions 
Never forgets anything 
No personal telephone calls 


Will travel anywhere 
without notice 


IDEAL BUSINESS PERSONALITY 


Very attractive appearance, will 
never marry, lives only for work.. 
days, nights, week-ends. Excellent 
references! 


an electronic marvel 
that dictates and transcribes 


THE NEW HI-FIDELITY 


COoOLeE 


DICTATER 


$920” plus tax 


Transcribing accessories at small add'l charge. 


Won't you please give 
me an “interview” ? 


c--- mail coupon today ———— 





COLE STEEL OFFICE MACHINES, Inc. 
Dept. 66, 415 Madison Ave., N. Y.C. 17 


© Rush free brochure explaining how 
the Cole Dictater can make my office 
work easier and more efficient. 


(CI want a FREE demonstration. 


NAME 





COMPANY 





ADDRESS 
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AN IMPORTANT ADVANCEMENT. AVAILABLE 
NOW FROM BALTIMORE BUSINESS FORMS 


NEW 2er=" PASTED 


Continuous Forms 


For the first time you can get PASTED continuous 
carbon interleaved forms with up to 6 parts or copies. 
Non-slip, non-jam operation. PASTED with Balti- 
more’s new methods and equipment for trouble-free 
performance in any typewriter, office or tabulating 
machine. 

It is no longer necessary to accept stapled forms. 
Baltimore Business Forms’ new 4, 5 or 6 part pasted 
forms provide ALL needed forms with one operation. 
Write or phone today for samples. 





















































* Trouble-free—won’t 
slip or jam machines 


* Economical—save 
on forms cost 


Baltimore Business Forms 


(DIVISION OF BALTIMORE SALESBOOK CO.) 


(Circle number 108 for more informaticn) 
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cations for the new printer in- 
clude computer monitoring, 
design engineering, tabular 
printing and graph plotting. 

Capable of plotting graph 
points, drawing axes, projecting 
grid backgrounds and _ printing 
vectors, the unit eliminates the 
need for clerks to read volumes 
of output data in order to plot 
graphs by hand. 

In microfilming tabular data, 





High speed unit microfilms 15,000 
characters or graph points a minute. 


use of this printer results in sub- 
stantial savings in time, paper, 
forms inventory and _ storage 
space, Stromberg-Carlson states. 

For design engineering, the 
unit can graphically display 
mathematical formulae on micro- 
film in the form of drawings, 
superimposed significant dimen- 
sions on the design. 

For monitoring test computer 
programs, the S-CC 4020 pro- 
vides continuous observation of 
the computation being made. 
Thus, the operator can intervene 
manually at the moment the 
program proves inadequate. 

The equipment is compatible 
with various data processors 
and is designed for either on- 
line or off-line operation. 

For complete details on this high- 
speed microfilm printer, circle num- 
ber 266 on the Reader Service Card. 


(A Data processor now made 
with single tape channel 


International Business Ma- 
chines has introduced a one- 
channel version of its completely 
transistorized 7070 data process- 
ing system. 

The model has a single channel 
with six magnetic tape units. For 
computer users not requiring two 
channels, this means a saving of 
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$850 on the rental of the 7604 
tape control unit. 

The new system performs the 
same functions as the standard 
two-channel equipment such as 
read-write-compute operations. 
There are no changes in the in- 
ternal logic, console design or in 
peripheral units. 

For more technical details on this 
IBM data processor, circle number 
265 on the Reader Service Card. 


ly New magnetic to paper 
tube converter announced 


Talk between a computer and 
remote teletype stations is now 
possible with a new off-line con- 
verter by Digitronics Corp. 

Named the Dykor D101, the 
unit translates magnetic tape data 
produced by a computer directly 
to standard teletype tape code. 
The steps of tape to cards and 
back to tape are eliminated. 

No special programming of the 
computer is needed to permit 
control of remote teletype print- 
ers. The conversion operation is 
manually started but proceeds 





Magnetic to Teletype tape converter 
output is 240 characters per second. 


automatically to the end of input 
tape data. Paper tape output is 
perforated at up to 240 characters 
per second in standard teletype 
five-level code. 

The plugboard of the D101 can 
be readily modified to meet the 
needs of the user. 

For details on this magnetic to 
paper tape converter, circle number 
264 on the Reader Service Card. 
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Beats 
even 

an abacus 
for 

low cost 
figuring — 

the 

 10-key 


lal oiielola—lola 


listing— 


adding machine 


< omptometer 


orporation 


BETTER PROOCVUCTS... 


TO BETTER BUSINESS 
1712 N. Paulina Street, Chicago 22, Illinois 


Gentlemen, We don’t use the abacus in our office. I’m more inter- 
ested in how your machine compares with other 10-key 
listing machines. 

Is it true that the Comptograph costs less —yet adds, 
subtracts and multiplies up to 30% faster .. . with 
single-register, double-register, and wide carriage mod- 
els to fit all needs? If so, send the information to: 


Name 





Firm _.. 
Address aasihe 
City ek: 2. oe 
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WHERE HE WORKS 


THE MAN 
D. P. Boothe, Jr. 


President 


THE COMPANY 


Boothe Leasing Corp. 


INTERIOR DESIGNER 


Stephen Gasperecz, A.I.D. 
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President’s suite 


away from headquarters 


West Coast Presi- 
dent D. P. Boothe, Jr. feels at home 
when he visits the dual purpose 
suite in the Eastern Division of the 
Boothe Leasing Corp. 

Primarily a sales office, the Fifth 
Avenue, New York, suite serves 
double duty as a meeting place for 
board members and visiting offi- 


cials, as well as Boothe clients. 

Sleekly modern and subdued yet 
warm in tone, the offices provide an 
unobtrusive background for work 
or discussion. 

Nine executives can join Presi- 
dent Boothe at the conference table. 
The lounge area is a comfortable 
spot for informal meetings. 


A warm welcome in reception room is suggested by 





cheerful orange chairs. Black and white photographs 
of Boothe equipment line walls. 


L-shaped desk in private office gives maximum work area 
in minimum space. Monotone colors used throughout 
are relieved by green upholstered chairs. 
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Neutral tones of background emphasize dark teak and black leather furniture. 
Original oil paintings were selected by President Boothe for conference room. 


Beige of walls, drapes and carpets lends subdued air 
to conference lounge area. Pale orange of upholstery 
adds note of warmth. 





Photographs by Henry S. Fullerton 
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RECORD STORAGE» RECORD 
“\KTORAGE 










ALL YOU NEED TO KNOW 


ABOUT RECORD STORAGE 
IN 2 FREE BOOKLETS 


Send for your FREE ‘Manual of 
Record Storage Practice” telling you how 
long to retain or destroy business records. 
It outlines an easy-to-do storage plan 
for inactive records. 

With the Manual we will send our New 
Catalog on Record Storage Filing Equip- 
ment. Learn the facts thatevery business- 
man should know about record storage. 

Clip ad to your letterhead and mail to: 


ERS 
x % BANKERS BOX CO., Dept. MM9 


a 6 Record Specialists Since 1918 
Pony’ —-'2607 N. 25th Ave., Franklin Park, Ill. 


(Circle number 109 for more information) 





r DM MOTION PICTURE | 


FILMS 


are the best means to 
sell... teach 
... influence! 


Find out why the mo- 
tion picture depart- 
ments of the nation’s 
leading companies 
and professional film 
producers prefer the 
ARRIFLEX°16 . . . the 
world’s most versa- 
tile, money saving 
", production camera. 











Write for 
FREE literature 
and list of 
professional 
industrial motion 
picture producers. ¢ 


_ Wan 
PANRARAI SLED XC 


Se at ee 





CORPORATION OF AMERICA 
257M PARK AVENUE SOUTH, NEW YORK 10, N. Y. 


| ORES oo. ci, \:.<. cnapoiatnazvaceoai tain etice ' 
| ! 
\ DOI sic vsccdssvsspobonianl eee | 
i. See. eee. eee 
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In automatic collating 


Lowest cost 
+ Highest speed 





=New Maceymatic 


If your office prepares multi-page reports, catalogs and 
similar collated materials at frequent intervals, you'll 
save time and money with MACEYMATIC. This fully auto- 
matic, vacuum-feed collator costs less than any other... 
offers many features found only on higher priced machines. 


Maceymatic frees your clerical help for other duties. It 
relieves them of a tedious, exhausting job. (Often done 
at overtime rates.) 


Automatic, fast, errorless, MACEYMATIC is inexpensive to 
operate. It offers such features as missing sheet detector; 
speed of 2,600 cycles per hour; one-minute set-up time; 
handles sheet sizes ranging from 5” x 8” to 9” x12”, 


Booklet will help you. In case you aren’t certain that a 
MACEYMATIC has a place in your business, send for a 
copy of “The Gathering Storm”’ It will open your eyes 
to facts you might not be aware of. 


Free survey. Get in touch with us and we’ll run a fast 
check of your business to help determine where and how 
you’d save with a MACEYMATIC... how quickly it would 
pay for itself out of savings. 


<r MACEY COMPANY 


INTERTYPE 


A Subsidiary of Harris-Intertype Corporation 


CORPORATION 13825 Enterprise Avenue, Cleveland 35, Ohlo 
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| Should you lease cars? 
(Continued from page 40) 


and maintenance is paid for by the 
client. Rarely does the fleet man- 
agers fee cover these costs. 


Leased cars for company use 

Leasing cars means borrowed 
capital is substituted for company 
working capital—helpful to the cash- 
hungry firm. 

Many companies find that auto- 
motive leasing gives them more 
flexibiliiy. Here’s why: 
® High-mileage cars may be re- 
tired more frequently than those 
driven short distances. 
® Rental rates can be adjusted to 
match the salvage or market value 
of the car at the anticipated retire- 
ment date. 
® The lessor may provide expert 
assistance on car disposal proce- 
dure. 

m If the lease is of the “full main- 
tenance” type, the lessor may take 
full responsibility for loss or profit 
on disposal of the used car—mean- 
ing no risk to the client. 

= Company-owned cars cannot be 
depreciated on one of the fast new 
depreciation methods unless they 
are held three years or more. The 
Internal Revenue Service says that 
cars cannot be depreciated below 
their salvage or used-car values. 
Further, tax experts say it now seems 
doubtful that companies can claim 
capital gains on profits from the 
sale of used company cars. 





These factors have encouraged 
many firms to examine fleet-leasing 
plans, particularly if it means that 
other credit resources can be saved 
for short-term borrowing to cover 
peak manufacturing needs. 


Specific leasing plans 


If you decide that leasing com- 
pany cars will work best for you, 
there are three plans you should 


| consider. 


Flat-rate leasing. While contracts 
vary, most users pay a monthly 
lease charge which includes every- 
thing except gas and oil. 

The rate is set to cover the leas- 
ing company’s risk on replacements, 
repairs and routine maintenance, 
plus an adequate allowance for de- 
preciation to cover unexpected 
fluctuations in the used-car market. 

This plan may be more expensive 
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than individual ownership, com- 
pany ownership or finance leasing. 
But experience shows it works well 
for individuals with unlimited ex- 
pense accounts, or for small corpo- 
rations unable to qualify for finance 
leasing service on a large fleet of 
cars. 

The mechanics of flat rate leasing 
are similar to the daily auto rental 
plan familiar to many executive 
travelers. 

Finance leasing. Under this plan, 
the leasing company orders the 
make of car that the client prefers. 

Title to the cars is held by an 
institutional lender, such as an in- 


surance company. The leasing com- | 


pany pays for the cars with the 
money it gets from the institutional 
lender. 

A rental rate is set for the user 
which reflects the interest the leas- 
ing firm has to pay on its loan, plus 
the leasing company’s profit and 
administrative expense. If fleet 
management advice is furnished by 
the leasing company, a small per- 
centage of the fee is added for this 
service. 

In finance leasing procedures, 
the user must take all risks of obso- 
lescence. He pays additional rent 
to the leasing company for any 
shortage between the estimated 
depreciation provision and the ac- 
tual amount calculated on, and paid 
for the used car at the time of 
disposal. 

Contracts may also provide that 
the user will keep any disposal 
profits realized, or that the user will 
share those profits with the leasing 
company. 

The user must insure the cars, 
naming the leasing company in 
the policy. 

Major automobile leasing compa- 
nies quote their lowest finance 
leasing rates only on fleets of 100 
cars or more. Since a transaction 
like this involves a considerable 
sum of money, it is attractive to in- 
surance companies or other firms 
large enough to be institutional 
investors. 

Finance leasing costs, in this in- 
stance, are comparable to direct 
borrowing by the user, without the 
disadvantage of using up estab- 
lished credit lines to finance a com- 
pany-owned fleet. 

A word of caution: no study of 
leasing vs. purchasing should be 
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HARTER C-100 executive armchair 





MODEL C-110 





» ae : < 


SOLID 
HARTER 
- QUALITY | 


at low prices 


The Harter C-100 series isa refresh-. 


ing change from the usual rule that 
low prices are achieved only by 
cheapening the product. The C-100 
combines low price with solid qual- 
ity. Harter-pioneered one-piece 
heavy gauge steel base. Seat cush- 
ion, 3 inches thick, of molded and 
‘cored virgin foam rubber that's 
bonded with pure latex. Choice of 
high impact styrene, moldéd hard 
rubber or upholstered armbands. 

You can sell cheaper chairs but 
they can lose you customers and eat 
up profits with service calls. Harter 
chairs are made ‘for keeps’ and 
that points up the value of a Harter 
dealer franchise. 


MATCHING SIDE ARMCHAIRS 


AND SIDE CHAIRS 





MODEL C-120 


HARTER CORPORATION, 906 Prairie s re Michigan 
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Give a girl the comfort of a Goodform chair... 


and watch her work output rise! 


“Businessmen are beginning to realize,” says Dr. 
Bertrand Klass, Vice President and Senior Psycholo- 
gist of Forbes Marketing Research Inc., “how 
important working comfort can be to girls in an 
office. Take a chair, for example. Give them a chair 
that’s adjusted to their own size and build and you'll 
find they’re better rested and generally more efficient. 
Employees will also be likely to appreciate manage- 
ment’s interest in their comfort. Good employee rela- 
tions generally mean higher productivity and profit.” 


To boost productivity in your offices as much as 
25%, call on GF—America’s largest maker of metal 
business furniture. Only GF offers complete plan- 
ning, design and decorator services that take into con- 
sideration, not just space utilization and work-flow, 
but the many Auman factors that make for efficiency. 

An informative booklet, “PLAN To Prorit From 
Your OrFIcE INVESTMENT’, is yours for the asking. Just 
call your GF branch or dealer, or write The General 
Fireproofing Company, Dept. D-16, Youngstown 1,Ohio. 





(ar GENERAL FIREPROOFING 


METAL BUSINESS FURNITURE 


(Circle number 120 for more information) 
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completed without a_ thorough 
analysis of both cash flow and cost 
of alternative plans offered. 

Company-sponsored leasing for 
individuals. Many concerns wish to 
avoid becoming involved in com- 
pany ownership of cars. 

Similarly, company policy may 
prohibit using leased equipment. 

The question is: can a company 
help its employees acquire, insure, 
and dispose of cars—without having 
to lease or buy cars itself? 

To help answer this problem a 
major fleet managing and leasing 
company developed this plan: 

The fleet management firm sup- 
plies your employees with dealer 
cost figures on popular cars. This 
permits the employee to shop for 
his car with a minimum time ex- 
penditure for bargaining. 

The leasing company pays the 
dealer for the employee's car. Your 
firm pays the leasing company 
monthly, and deducts a set amount 
from the employees’ pay to reim- 
burse itself. 

Under this plan, employees usu- 
ally find that their financing charges 
are lower than finance company or 
bank automotive financing rates. 

In addition, longer lease terms 
may be arranged, reducing the size 
of the employee’s monthly pay- 
ment. For instance, a 50-month 
lease contract is possible. 

Also, the employer can purchase 
group insurance, passing those sav- 
along to the employees. 

With this leasing method, as with 
other types, professional lessors 
recommend that 2% of the gross 
lease be set aside monthly to pro- 
vide for depreciation. With normal 
markets and normal timing of dis- 
posals, the amount set aside will be 
close to the used-car value. 

The employee takes responsibil- 
ity for paying any difference be- 
tween the estimated depreciation 
and the actual depreciation. If there 
is a profit on disposal, he keeps it. 

Employees usually choose to find 
their own buyers for the used car. 
Professional lessors usually whole- 
sale the used cars, which results in 
less income for the employee. 

The employer must absorb ad- 
ministrative expenses and be respon- 
sible for the employee’s credit. 

Experience shows this method 
provides definite advantages for 
both employee and employer. & 
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HE’S DEMONSTRATING 


PLASTISOL 


THE NEW ALL-PURPOSE CARBON PAPER 


One weight, one finish! Plastisol handles every typ- 
ing requirement with every typewriter. 


Outperforms them all! Plastisol delivers clean, per- 
manent copies with the uniformity you’ve always 
wanted. 

See it an action! Plastisol carbon paper will be dem- 
onstrated without obligation in your office. Write 
or phone for an authorized Columbia representative 
to call. 





COLUMBIA RIBBON & CARBON MFG. CO., INC., GLEN COVE, NEW YORK 
COLUMBIA RIBBON & CARBON PACIFIC, INC., DUARTE, CALIFORNIA 
(Circle number 113 for more information) 
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"Slickest visual control...” 


... Say hundreds of users. Entries 
made directly with marking pencil 
on a rolling “Mylar” sleeve which 
moves with time, bringing deadlines 
constantly closer. Entries easily 
erased with the swish of a cloth. 


Send for FREE GUIDE 
to Control Methods 


with full-scale, sample chart section 


Shows hew Rol-a-chart controls 22 different 
items: orders, production, data processing, 
maintenance, - dispatching, 
sales, etc. Also expert 
consultation service with 
no obligation. 


Conley, Baitzer & Steward 
494 Jefferson St., San Francisco 9 
as (Circle number 141 for more information) _ 





Have You Heard About Automation 
for the Engineering Dept.? 


Filmsort 


Aperture Cards 


The engineering department has its own 
automation system. The engineers call it 
automated documentation. 

The input is microfilm of engineering 
drawings. The running time is almost no 
time at all. The output is prints from 
electrostatic masters, vellums or sulphite 
at the lowest costs yet. 

For automated documentation, the 
engineers use a special card—the Film- 
sort aperture card. You can find out more 
about this new form of automation by 
asking for our booklet, “The Filmsort 
Aperture Card for Your Engineering 
Drawings and Allied Records.” 


The Filmsort Company 
Pearl River, N. Y. 
A DIVISION OF MIEHLE-GOSS-DEXTER, INC. 





(Circle number 118 for more information) 
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How to manage research and development 


(Continued from page 35) 


ing. One of the more common in- 
ternal organization patterns for 
R&D is on a project basis. If the 
project cycle is short, the internal 
organization of R&D is thrown into 
frequent turmoil with resulting in- 
effectiveness of research manage- 
ment and productivity yield. 
Stability is thus a much needed 


characteristic of the internal struc- 
ture of R&D if a company is to 
achieve good management of the 
activity. 


HOW TO CONTROL R&D 

One of the more _ perplexing 
facets of R&D administration is 
proper control of the activity. In 


Relationship of new products department and R&D 
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Chart by Management Research Department, Booz, Allen & Hamilton 


Figure 2. Research and development is distinct from the new products function. 
In many companies R&D is assuming the relationship of a line department. It 
plays an important role in the new products function but is not that function. 
The new products function demands cooperation between all major functions. 





Organization to meet research objectives 




































































RESEARCH 
DIRECTOR 
| 
: I i 
_ BASIC TECHNICAL PRODUCT 
RESEARCH SERVICE DEVELOPMENT 
I I 
PROJECT PROJECT PROJECT 
A B Cc 


























RESEARCH OBJECTIVES 








1. TO DEVELOP NEW AND IMPROVED PRODUCTS 








2. TO PROVIDE TECHNICAL SERVICE 








3. TO DEVELOP NEW SCIENTIFIC KNOWLEDGE 








Chart by Management Research Department, Booz, Allen & Hamilton 


Figure 3. This chart oversimplifies structuring the research organization, but 
illustrates how objectives determine organization. Assuming a company has the 
three research objectives listed at the bottom, these are translated into separate 
internal units for better control and supervision. 
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many companies, the executive 
seeks to control an activity which 
he does not understand as well as 
he does other company functions. 
This, plus the growth and expense 
of the research activity, brings 
many frustrating moments. Follow- 
ing are suggestions for better ac- 
complishing this critical task. 

1. Enlist R&D participation to 
determine types, feasibility, and 
limits of control. 

More so than for other areas, con- 
trol in R&D is a matter of attitude. 
If R&D is called upon to help de- 
termine what types of control can 
be placed on research, what control 
limits and tolerances are involved, 
then there is a much stronger ten- 
dency to adhere to the controls 
instituted. Moreover, the controls 
are likely to be more logical than 
if imposed by a management gen- 
erally unfamiliar with R&D. 


2. Break R&D down into con- 
trol units compatible with the 
internal organization. 

It is difficult, if not impossible, 
because of its complex and diffused 
nature, to control the whole of 
R&D as an unsegmented function. 
It is well known that if you wish 
to control a complex function, you 
break it down into controllable 
units. This is recommended for 
R&D. If R&D is internally organ- 
ized around projects, then the proj- 
ect is the logical control unit. If 
technical service and basic research 
are separate units within R&D, then 
they also can be used for control 
purposes. The clue to better con- 
trol of R&D is to attach the con- 
trols to the internal units within the 
activity rather than attempting to 
control the whole of research. 


3. Impose both business and 
technical controls. 

The tendency has been to hold 
R&D responsible for only technical 
accomplishment. The expectation 
for business accomplishment—that 
is, the execution of a research task 
within time, money, and manpower 
limits—has been neglected. The 
latter requires strong if not equal 
emphasis with the technical. 

4. Impose controls in greater 


numbers and depth as projects 
emerge. 


As a basic concept, this is quite 
significant (see Figure 4). When 
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Figure 4. More controls should be imposed as projects emerge during research. 
In basic research you can control over-all money or the manpower. More controls 
in greater depth can be applied as projects move from basic research to explora- 


tory, applied and product development. 


thinking of basic research, you can 
control the money going into the 
function or the manpower being ex- 
pended for the activity. The nature 
of the basic research task practi- 
cally defies using other control 
measures. Conversely, as projects 
emerge in exploratory research and 
product development, more con- 
trols in greater depth can be ap- 
plied. For example, a time limit can 
be imposed on each project; a 
money limit both on projects as 
well as on the total research activ- 
ity or a major segment; a manpower 
limit on each project or on the total 
R&D effort; and a product charac- 
teristics limit (which defines the 
qualities R&D needs to put into 
the project to make it sell or meet 
the desired end needs). The impor- 
tant concept is that in the area 
where most research is conducted 
more controls to greater depth can 
be employed. This can be useful 
as a guiding control principle. 


5. Utilize the “recycle” con- 
cept for revision of control limits. 
Control limits are imposed for 
the guidance of the R&D as well as 
making it possible to coordinate 


the reseach work with other com- 
pany functions that need to be 
meshed with it: It appears logical, 
therefore, that research should not 
transgress these imposed control 
limits on its own authority. But, 
rather, if transgression appears im- 
minent, then research needs to ob- 
tain a total company review and 
revision of the limits. If this is not 
possible, the project may be killed 
where it stands. This kind of ap- 
proach is the only way to guar- 
antee pertinent integration of 
research with other company 
functions. 


HOW TO EVALUATE R&D 


Evaluation of R&D is one of the 
more frustrating tasks facing the 
executive. As nearly as can be de- 
termined, no major company is 
fully satisfied with its efforts in this 
area. Many of the same principles 
recommended for control apply 
here also. 

1. Break R&D into feasible 
evaluation units. 

As in the case of control, trying 
to evaluate the whole of the re- 
search function is quite difficult. 
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"My boss really started 
going places 
when he became 


NMultilith Master-Minded” 


rl 





Everybody's amazed at how much time and 
money my boss has saved our company. Reports, 
purchasing, production control, billing, sales 
promotion . . . anything that has paperwork | 
connected with it... you name the job, and he’s | 
found a better way to do it. He says it’s easy 
once you discover the advantages of using 
Multilith Masters. All it takes is a phone call to 
your nearby Multigraph representative. He'll be 
happy, without cost or obligation, to study your 
current paperwork procedures and prepare a 
report on how Multigraph Methods can help you, 


©1959 A-M Corporation 





e Cutting costs 
ds our business 


Addressograph-Multigraph 


1200 BABBITT ROAD ¢ CLEVELAND 17, OHIO 
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The whole needs to be broken 
down into units which can better 
be appraised. 


2. Judge feasible evaluation 
units in terms of internal organi- 
zation of R&D and the units used 
for control purposes. 

The key point here is that if the 
internal organization of R&D has 
been derived from research objec- 
tives, then the internal organiza- 
tional units are probably the best 
units for both control and evalua- 
tion purposes. The concept of 
proper integration of organization, 
control, and evaluation is the 
accent. 


3. Utilize both business and 
technical evaluation. 


R&D is or should be as much a 
business operation as any other part 
of the enterprise. Hence, an eval- 
uation plan should embrace both 
business and technical standards. 
Otherwise, the company cannot 
adequately judge both the business 
and technical worth of the activity. 
In many ways, the two are insep- 
arable but the area of business eval- 
uation has been neglected. 


4. Use continuing rather than 
periodic evaluation. 

Two points require emphasis 
here. First, R&D cost is heavy and 
the correct phasing of research 
with other company functions 
highly important. This means that 
if the periods of evaluation are far 
separated, both costs and timing 
may get out of hand. The second 
point is that the evaluation is car- 
ried out by each of the key con- 
cerned areas of the company. Thus, 
as research carries forward, devel- 
opment, marketing (or sales) must 
continually determine if the proper 
characteristics and performance are 
being built into the product to 
make it have market appeal; manu- 
facturing, whether the character- 
istics and the materials of the em- 
bryo product will permit mass 
production; engineering, what are 
the demands for tooling and when 
will tools be needed; finance, 
whether the company can _ ade- 
quately carry capital requirements, 
and so on. Each of the key com- 
pany functions makes the evalua- 
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tion from its point of view. Any 
time the project fails to meet a 
major dimension of these areas, it 
dies or is revised to make it con- 
form to necessary requirements. 

5. Employ “bench mark” eval- 
vation to measure project prog- 
ress. 

Wise companies do not wait for 
project completion before evalua- 
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Free your expensive files by transferring your 
old records into low cost Prontos and use your 
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LETTER 
SIZE 
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ords. Fill in the coupon below and attach it to 
your letterhead . . . We will arrange a Pronto 
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(CD Have your representative call for demonstration. | 
| Name | 
| Address | 
| City Zone State ; 
| t 


(Circle number 139 for more information) 


72 





tion. Increasing emphasis is being 
given to intra-project evaluation. 
Here the standards are not that 
when a third of the project monies 
have been spent, the project should 
be a third finished. But rather each 
project is assessed for definite 
physical accomplishment points or 
bench marks. These are correlated 
with money expenditures. Thus, 
when “X” dollars are spent, the 
blueprints should be in hand, when 
“Y” dollars are spent the specifica- 
tions should be ready, when “Z” 
dollars are spent, materials should 
be selected and tested, and so on. 
The more physical bench marks of 
accomplishment that can be identi- 
fied and used for evaluation, the 
better project evaluation will tend 
to be. 


6. Use evaluation findings for 
feedback improvement of R&D. 

This is an accepted management 
approach used as a matter of course 
for other company areas and func- 
tions. It can be applied equally as 
well to research. 

These then are the six areas 
where the greatest promise of pay- 
out exists. These are the areas 
where the recommended ap- 
proaches have been successfully 
tried in prominent companies. They 
will each tend to improve the 
effectiveness of R&D measured in 
the most pleasurable terms—the en- 
hancement of company profits. 


CONCLUSION 


The last few years not only have 
seen a rapid increase in research 
units and expenditures but also 
significant improvement in the 
management of an unfamiliar func- 
tion. Not long ago, the rather 
strong management attitude 
towards research was that “it is best 
managed when least managed.” 
Now the realization prevails that 
what research requires is more, not 
less, management—that research 
must be coordinated and integrated 
with engineering, manufacturing, 
and sales if the activity is to ap- 
proach maximum effectiveness. 

Interestingly, even the scientist 
and engineer want improved man- 
agement. They want to assure that 
their work yields maximum bene- 


fits and growth impetus to the com- 
pany. It is true, of course, that they 
do not want dictation as to how to 
carry out the scientific. task—but do 
wish that task to be pointed toward 
the right objectives—to be _perti- 
nent rather than impertinent in 
terms of company interests. 

This reversal in attitude toward 
research has created new dimen- 
sions for that activity. Where once 
research was looked to only for 
technical accomplishment, now 
there is a general expectation that 
the people in research be business 
people as well. This expectation is 
enhancing the profit impact of re- 
search. Once the research super- 
visor was looked to only for tech- 
nical leadership; now he is ex- 
pected to get accomplishment 
through people, to develop a team 
approach to research. This human- 
relations aspect makes balanced 
research management hard to come 
by but, when achieved, builds re- 
search effectiveness. 

Research was once buried under 
several layers of organization. Dur- 
ing the last decade, it has steadily 
increased in importance. This has 
been recognized by making the 
function independent of engineer- 
ing and manufacturing and moving 
it into a_ structural position of 
equality with the other major func- 
tions. This fast movement upwards 
in the corporate structure has dis- 
rupted many existing relationships 
and, at the same time, made _ nec- 
essary the creation of new relation- 
ships. Many problems have _ re- 
sulted but these have gradually 
been met. 

Despite these various accom- 
plishments, R&D today still has a 
way to go to achieve its full profit 
impact on the business. The areas 
which seem to offer opportunity 
for greatest improvement are those 
which have been discussed here. 
Only a few key points could be cov- 
ered within the confines of this 
article. The real crux of the matter 
is that management is not manag- 
ing research as well as it knows 
how. It needs to bring to research 
the same degree of active ener- 
getic direction that has long char- 
acterized the management of the 
other major functions of the 
business. & 
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release spring-action grip. Keeps material on hand, intact, in order. grey, green or blue. Letter or legal size. 


50 YEARS of leadership in binder design and filing systems 


precede Accogrip. Now at office outfitters everywhere. Or write: ® 
ACCO PRODUCTS, Division of Natser Corporation; Ogdensburg, N. Y. 
In Canada: Acco Canadian Co., Ltd., Toronto. 
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try a private 
telephone system 
NO expense 


Write or call for revealing demonstration 
of how the DuKane 10/1 telephone sys- 
tem can give you faster information flow, 
better supervision, improved customer 





service, without adding to the load on | 


your switchboard or tying up vital out- 
side lines. Two to 10 locations can call 
each other by simple dial operation, and 
hold private conversations. The rugged, 
professional-type automatic switchboard 
weighs only 11 lbs., can be mounted any- 
where. Handsome desk or wall phones 
in black or your choice of attractive 
colors. Instant voice paging for special 
areas. 


All these features—you an automatic dial 
telephone system for your business—for as 
little as $304.50! 


Your DuKane distributor will arrange your 
personal 15-minute demonstration. See, hear, 
and operate the new DuKane telephone system 
in your own office! 


DuKane 


CORPORATION 


St. Charities, Itlinois 


DuKane Corporation, Dept. MM99 
St. Charles, Illinois 


Tell me more about the DuKane 10/1 
telephone system. 
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How to sell 
(Continued from page 38) 


fund your money.” “If you don't 
sell them, we'll exchange them for 
other merchandise.” 

“Is your product covered by an 


| insurance policy”? Sell it! 


= MULTIPLE BENEFITS. Few people 
can resist a bargain. Show a man 
how he can get extra mileage out 


| of your product and he’s an odds-on 
_ favorite to buy. 


Take the paper bath mat sales- 
man who cracked the motel market 


| wide open when he proved that his 


| 





| product also made a superior desk 


blotter. 

Or, consider how salesmen for 
Pitney-Bowes, Inc. straight-arm the 
objection, “We don’t carry on a big 
enough correspondence to warrant 
using postage meters.” 

“Our answer to that one,” says 
Branch Manager D. E. Johnston, 
“is an impressive list of plusses. 
‘Quite aside from the savings on 
labor, Mr. Brown, we say, ‘think of 
these advantages: metered postage 
can’t be lost or stolen; the machine 
does its own accounting—you know 
at a glance exactly how much 
you ve spent on postage, how much 
you have left; because it’s already 
canceled, metered mail skips cer- 
tain post office procedures and gets 
to its destination faster than ordi- 
nary mail; and the message or sym- 
bol that you can stamp on every 
envelope along with the postage 
gives you valuable free advertis- 
ing.’ 

“The combined weight of all 
these considerations frequently 
makes all the difference between 
a brush-off and a pay-off.” 

Are there any overlooked uses 
for—or advantages in—your prod- 
uct? 


= “BORROWED PRESTIGE.” If 
your brand is widely advertised or 
known, this fact in itself may be 
of great sales value to your cus- 
tomer. Explain to him the dollars- 
and-cents value of being able to 
say that he uses Minneapolis-Hon- 
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Poor inventory management 
causes more business failures 
than any other single factor! 
Inventory mismanagement is 
not always obvious — but it can 
eat into profits so quickly and 
so deeply it’s been called 

the Graveyard of American 
Business. Why not examine 
the health of your own 
inventory control. 


Unless your system — 


@ Provides Facts — Not Fiction 

@ Insures Maximum Turnover 

@ Minimizes Nonproductive Costs 
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Stocks 

@ Saves Significant Clerical Time 

@ Eliminates Requisition Writing 

@ Permits Timely Purchasing 

@ Frees Valuable Working Capital! 


You need VISIrecord 


Write now 

(or attach this ad 
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letterhead) for 
information about 
“ViSIrecord 
Inventory Control” 
— the ultimate in 
profit protection, 
Address Dept. MM-4 





viSirecord, Inc. 
375 Park Avenue, New York 22, N.Y. 


The world’s fastest visible record keeping system 
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stop and go or steady flow ? 


Swift, steady figuring is easy with the Marchant tf ansflo —a new kind o yf 
automatic calculator that takes “backtracking” out of multi-step figurework 


The unique back transfer mechanism of the new Marchant 
transflo is designed to help any calculator user perform 
figurework with greater ease, speed and sureness than ever 
before, particularly problems requiring several consecutive 
operations. 


One touch of the transflo’s back transfer key instant- 
ly and in a single cycle puts an intermediate result of 
a multi-step problem back into the keyboard dials, 
ready for use in the next step... without the tedious 
re-entry of each digit by hand. 


By moving figures swiftly from dial to dial, the transflo 
virtually eliminates stop-and-go scratch-pad jotting and 
minimizes chances for operator error. Figurework gets 
done in much less time. New savings are made. 


To fully appreciate the transflo, you have to watch it 
perform. See a demonstration on your own figurework by 
calling any Marchant office. Or, send the coupon. 


MARCHANT CALCULATORS 


Division of SMITH-CORONA MARCHANT INC. 


OAKLAND 8, CALIFORNIA 


Modern Management Counts on Marchant 


Marchant 


transflo 


MARCHANT CALCULATORS ¢ OAKLAND 8, CALIFORNIA 


Send me more information about the new transflo calculator and how 
it can give us faster, more accurate figurework. D.9 
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Busy executive or busy-bee secretary . . . no pressure or punishment is too tough for the 
iron-hearted Royal Electric. Yet it’s a sweetheart, too. Smooth, fast, wonderfully comfortable. 
Completely ladylike. Precision printing and pinpoint accuracy dress up your letters. Exclusive con- 
veniences like Magic® Margin and Twin-Pak®—the instant-changing ribbon—save time and fuss. 


Over 100 type styles, a one-year guarantee... call your Royal Representative for a demonstration. 


You Want The ROYAL Electric! 
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Royce engines ... Fisher bodies... 
whatever. 

Can you honestly say, “Our name 
on your label is worth real money”? 


™ DELIVERY. Swift delivery can 
make a most effective difference. 

Lufthansa, for example, employs 
several “supercargos,” men whose 
sole function is to accompany cargo 
and attend to all paperwork while 
in the air. Result: no time wasted 
clearing customs; cargo gets to 
where it’s going faster. 


“Incredible as this may seem,” ~ 


explains the cargo manager for 
North America, Joerg W. Paetow, 
“this can sometimes cut as much 
as three days off a package’s in- 
transit time. For example, if a 
shipment arrives at Idlewild Air- 
port at 8:00 a.m. Friday, ordinarily 
customs clearance takes several 
hours. Before you know it, it’s too 
late for that shipment to be deliv- 
ered to its destination that day— 
it has to wait till Monday. But by 
getting all documents ready while 
the shipment is winging its way 
over the Atlantic, the cargo can be 
cleared in minutes and start on the 
final leg of its journey on Friday. 
For many shippers, this is a vital 
consideration.” 

Can your firm out-deliver the 
competition? 


@ SALES HELP. The Aluminum Co. 
of America points out to prospects 
that its year-around promotions— 
which keep the Alcoa name on the 
tip of the public’s mind—not only 
help to expand old markets for 
products using Alcoa aluminum; 
they build new markets as well. 

A. G. Spalding & Brothers, manu- 
facturers of sporting goods, will 
gladly arrange for one of their men 
to conduct a sales “clinic” for de- 
partment store personnel. 

Says District Manager Allen B. 
Hague: “We operate on the as- 
sumption that a good salesman is 
in partnership with his accounts. 
If our customer’s salesmen, who 
face the ultimate consumer, are 
unfamiliar with our merchandise, 
we all suffer. But if they can ex- 
plain with authority just why one 
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baseball glove is worth $5 more 
than another, we all profit.” 

Does your company provide any 
noteworthy promotional or mer- 
chandising aids? 





= CORPORATE POLICIES. “We ac- 
cept no direct sales from your cus- 
tomers—we sell only through au- 
thorized distributors and dealers 
like yourself.” That sentence has 
unlocked many a door for the sales 
staff of one appliance manufacturer. 

A representative for a non-fer- 


rous metals firm has found a con- 
vincing clincher in his company’s 
reputation -for allocating scarce 
materials equally to all customers. 

“We actually field-check your 
retailers before advising you what 
to stock,” salesmen for a hardware 
manufacturer tell potential distrib- 
utor customers. 

Which of your company policies 
work to the customer's particular 
advantage? 

The plusses are there. They’ve 
been there all along. You have only 
to dust them off to discover how 
persuasively attractive they can 
be. # 
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the NEW Thomas “Desk-Top” Collator 


Now for the first time a com- 
pletely electric collator that is 
priced within the reach of 
every office... actually half 
the price of anything on the 
market. Yet, this new Thomas 
has the capacity to handle 
82 x 11 sheets of most tissue, 
onionskin, one-time carbon, 
bond, mimeo and even '%” 
cardboard. It’s portable, light 
weight and extremely simple 
to operate. A flip of the switch 
and the tiresome time-consuming 
task of gathering pages into 
sets becomes an efficient, effort- 
less job... that’s almost fun! 


Mail coupon...or ask your 
own stationer or office equip- 
ment dealer to make arrange- 
ments for a free demonstration. 


We THOMAS COLLATORS INC. 


wie. ----------------- 

















' 

I 

Thomas Collators Inc. i 
Dept. D, 100 Church Street, New York, N. Y. 
[_] Sounds good . . . send literature! 1 
[_] I'd also like a free demonstration. - 
NAME i 
(please print) } 

COMPANY } 
ADDRESS ' 
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Plans become “‘Jobs-in-Work”’ quicker 
when MAC supplies the Control Panels! 


: 


DNESDAY: Panels delivered 











1:00 P.M. WEDNESDAY: Panels wired 9:00 A.M. THURSDAY: Rush job in work 
Thousands of TAB installations now use MAC Control Panels because: 1 
@ Orders shipped same day they’re received. 1 





@ Frames of aluminum-lightness, in alloys that 
give near-steel strength. 

















® Metal edges buffed satiny-smooth to eliminate T 

cuts and splinters in handling. 
® Closer tolerances at joints of machined parts 

for greater sturdiness, surer fit. 1 
® Polished, non-smudging finish on all frames. ' 
@ Standard covers of aluminum for additional : 

lightness. 1 
@® A 402-3 Self-Contacting (jack-less) Panel, ‘ , “ 

widilk sien don aaitless. ) General Offices: i Point, North Carolina 7 
®@ Unconditionally guaranteed. West ati Office - ew 

an Francisco, California 1 


No Excise Tax when you 
buy MAC Panels or Wires! 


WRITE FOR ADDITIONAL INFORMATION OR CALL YOUR MAC REPRESENTATIVE TODAY! 
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Acco Products 

Agency: Geer, DuBois & Co., Inc. 
Acme Visible Records, Inc. 
Agency: E. H. Brown Adv. 
Addressograph- 
Multigraph Corp. 


73 
48 


70 


Agency: The Griswold-Eshlenan Co. 


Advance Floor Machine Co. 


19 


Agency: Pidgeon, Savage, Lewis, Inc. 


All-Steel Equipment 


Inc. Back cover 
Agency: Marsteller, Rickard, Gebhardt, 


Reed, Inc. 
American Building 


Maintenance Co. 9 
Agency: Richard N. Meltzer Adv., Inc. 
American Telephone and 
Telegraph Co. 2 
Agency: N. Y. Ayer & Son, Inc. 
Arriflex Corp. of America. 63 
Agency: Advertising Aides 

Atlantic Coast Line Railroad 4 
Agency: Tucker Wayne & Co. 
Baltimore Business Forms 
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Agency: VanSant Dugdale and Co., 
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Bentson Mfg. Co. 20 
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Cole Steel Equipment Co. 59 
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Control Systems, Inc. 48 
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Cramer Posture Chair 
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DuKane Corp. 74 
Agency: The John Marshall Ziv Co. 
The Filmsort Co. 68 


Agency: iadd, Southward & Bentley, 


Inc. 

General Aniline & Film 
Corp. 

Agency: Benton & Bowles, Inc. 
The General Fireproofing 
Co. 


Agency: The Griswold-Eshleman Co. 


The Globe-Wernicke Co. 

Agency: Strauchen & McKim Adv. 

Graphic Systems 

Agency: Diener & Dorskind, Inc. 

Haloid Xerox Inc. 
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Heyer, Inc. 
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Inc. 
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BILL Pov ssawa Soe 


The SHARP, NO-STAIN 


for 


» TABULATORS ; 
+ HIGH SPEED PRINTERS : 


+ TELETYPE ; 
and many other 


» AUTOMATED MACHINES I 
is definitely Pp 


SPIRIT CARBON 


To Men eeees M heed 


Just as CBP is best for straight 


duplicating! 
ting master 


lica 
one dup : 
yd users want 


ith all the features 
% CLEANLINESS ° pe aly 
GUARANTEED LONGER ae 
UNEQUALLED SHELF 
350 and more perfect co 
dealer now oF 


CBP is th 


pies! 
Provides 
Call your Old Town 


ite: 
oe. TOWN CORPORATION 
Established 1917 | 

ee 
750 Pacific Street, Brooklyn 38, 





eemsssae . HOS now weeereeed TPO PSR er Kaeo y OO Bet 
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e s" 
DID YOU MISS IT? dup °F. 10° 
spee ines?! 
“40 bus 
Last month’s issue of MANAGEMENT in Y° rd 
MetHops featured an article titled, k at 'S reco 
{0° gone 
“How to sell more to the eds 


business market.” It reported || 
on a multi-billion dollar segment 
of the business market termed, 
“The Market of Middle Billions.” 


“How to sell more to the 
business market” has received 
nationwide press coverage due to 


its impact on the entire marketing 





structure of firms selling to busi- 


pat 


~ READY NOW 
Maybe you saw some of the news for production executives 


b i : 

wt ee She omy Send $1 to NOW 45 ute BE TOLD: the ry - F B vannrn 
| Produc-Trol—famed Instrument Panel of Manage- 
MANAGEMENT MetHops, 22 West | ment—in the mighty production record of the Army 
Ballistic Missile Agency. Whatever your production 
problems, big or small, this 28-page pn acre = 
isti Cf hotos and color-coded charts, is top-priority read- 
for a statistical report on this vital ox Write on your letterhead today for the new 

Redstone story, “To Speed Up Operations. 


WASSELL ORGANIZATION INC. 


ness. 


a 








Putnam Ave., Greenwich, Conn., 


business market and a reprint of 





the article. 








BOX 390H, WESTPORT, CONN. 
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We invite you to see 
The Template Group by Leopold 
on display 


at these dealers showrooms 

















ALA. Dothan—Hudson Office Supply Co. 
Mobile—Waller Brothers, Inc. 
Montgomery—Mercantile Paper Co. 
Phoenix City—Barbee Fixture Mfg. Co. 

ARIZ. Phoenix—PBSW Supp. & Equip. Co. 
Prescott—Peterson, Brooke, Steiner 
Tucson—Howard & Stofft 
Yuma—Yuma Stationers 

ARK. Little Rock—Parkin Prtg. & Staty. Co. 

CALIF. Anaheim—Anaheim Office Eq. Co. 
Bakersfield—Vailey Off. Sup. Co. 
Fresno—Healey & Popovich 
Glendale—Hopper’s Office Furn. 

Long Beach—Beicher & Schacht 

Los Angeles—Pacific Desk Co. 

Oakland—Beier & Gunderson of Oakland, 
c 


nc. 

Riverside—Stockwell & Binney 
Sacramento—Capital Off. Equip., Inc. 
San Bernardino—Stockwell & Binney 
San Diego—Austin Safe & Desk Co., Ltd. 
San Francisco—Beier & Gunderson 

San Jose—Kennedy Business Mach. Co. 
Santa Barbara—Ebersole Off. Mach. Co. 

COLO. Benver—W. H. Kistler Staty. Co. 
Longmont—Chianda-Harris 

CONN. Hartford—Barney’s of Hartford, Inc 
New Haven—Scheppach & Goekler 

D. C. Washington—Chas. G. Stott & Co. 

FLA. Bradenton—Bradenton Off. Eq. Co. 

Ft. Lauderdale—Dean’s 
Ft. Myers—Parker’s Book Store 
Jacksonville—Sanford-Hall Co. 
Mariana—Mariana Off. Supp. Co. 
Miami—Blank, Inc. 
Orlando—George Stuart, Inc. 
Pensacola—Pensacola Off. Equip. Co. 
Tallahassee—Commercial Off. Supp. Co. 

GA. Atianta—Bali-Stalker Co. 

Office Supply Co. 
Athens—The McGregor Co. 
Columbus—Columbus Fixture Mfg. Co. 
Macon—American Off. Equipment Co. 
Savannah—The Review Co. 

IDAHO Boise—Syms-York Co. 

ILL. Bloomington—Paxton Typewr. Co. 
Chicago—Andersen, Riley & Sava 

Desks, Inc. 

Horder’s 

Marshall Field Co. 

Monroe Furniture Co. 
Decatur—Haines & Essick Co. 

. Kankakee—Byron Johnson 
Peoria—Business Equip. Co. 
Quincy—Oenning's 
Rocktord—Macfariand Off. Equip. Co. 
Zion—Burgess, Anderson & Tate, Inc. 

IND. Ft. Wayne—O’Reilly Off. Supp. Co. 
Indianapolis—Wm. B. Burford Prtg. Co. 
South Bend—Business Systems, Inc. 

lOWA Cedar Rapids—Morris Sanford Co. 
Council Biufts—Emarines 
Des Moines—Storey-Kenworthy Co. 
Spencer—Bergsirom Off. Supp. 
Waterloo—Latta’s, Inc. 

KAN. Salina—Consolidated Prtg. & Staty. 
Topeka—Thacher, Inc. 
Wichita—Bauman Off. Equip. Co. 

KY. Louisville—O’Connor & Raque Co. 

LA. Alexandria—Garrett Off. Supp. Inc. 
Baton Rouge—Louisiana Off. Supp. Co. 
Lafayette—General Off. Supp. Co. 
i Charles—Lake Charles Off. Supp. 

0. 


Monroe—Standard Off. Supp. Co. 
New Orleans—J. D. LeBlanc, Inc. 
Shreveport—Castie Printing Co. 

ME. Portland—F. 0. Bailey Co., Inc. 
Bangor—Bangor Office Supply 

MD. Baltimore—Baltimore Staty. Co. 
Salisbury—White & Leonard 

MASS. Boston—L. E. Muran Co. 

L. J. Peabody Off. Furn. Co. 
Worcester—Palley Off. Supp. Co. 

MICH, Eattle Creek—Wellever Bus. Systems 
Detroit—J. L. Hudson Co. 

Flint—Alex Adams & Co., Inc. 
Kalamazoo—Dykema Off. Supp. 

MINN. Duluth—Weygant-Goodspead Co. 
Owatonna—Journal-Chronicle 
Minneapolis—Miller-Davis Co. 
Rochester—Whiting Press 
St. Paul—McClain Hedman & Schuldt Co. 


MISS. Greenwood—Fisher Staty. Co. 
Gulfport—Office Supply Co. 
Hattlesburg—Standard Off. Supp. Co. 
Jackson—Mississippi Staty. Co. 
Laurel—Partiow-Tyler Co. 


MO. Kansas City—Duff & Repp Furn. Co. 
St. Louis—Lammert Furniture Co. 


MONT. Billings—Gazette Printing Co. 
Great Falls—Tribune Prtg. & Supp. 
Helena—Naegele Prtg. Co. 
Kalispell—O’Neil Printers & Off. Sup- 

pliers 

NEB. Lincoin—Latsch Brothers 
Omaha—Orchard & Wilhelm Co. 


N. H. Manchester—R. H. Liewellyn Co., Inc. 


N. J. Elizabeth—Business Furniture, Inc. 
Newark—Max Blau & Sons 
Herbert L. Farkas Co. 
Spring Lake—J. H. Young’s, inc. 
N. M. Albuquerque—Albuquerque Staty. Co. 


N. Y. Buffalo—Hoelscher Staty. Co., Inc. 
Garden City—J. S. McHugh, Inc. 
Mineola—D. Waldner Co. 

New York—A. Blank Co. 
Business Equip. Sales Co. 
Clark & Gibby, Inc. 
Driver Desk Co., Inc. 
Chas. J. Lane Co. 
Metwood Office Eq. Corp. 
Pearl Desk Co. 
Regan Office Furn. Co. 
Uneeda Office Furn. Co. 
Niagara Falls—Geo. H. Courter Co., Inc. 
Olean—Hoelscher’s, Inc. 
Rochester—Heinrich-Seibold Staty. Co. 
Syracuse—J. Hillsberg Safe Co. 
N. C. Charlotte—Morgan Fixture Co. 
Pound & Moore Co. 
Wade Mfg. Co. 
Raieigh—Capital Printing Co. 

N. D. Bismarck—Gaffaney & Shipley 
Fargo—Gaffney's 

OHIO Akron—Summervilie’s Ohio Off. Eq. 


Cincinnati—Globe Off. Equip. & Sup. Inc. 


Cleveland—Randoiph Desk Co. 
Columbus—F. J. Heer Prtg. Co. 
Dayton—Archie Sherer Co. 

Toledo—Newell B. Newton Co. 


ates | Lawton—Southwestern Staty. & Bk. 
u 


Oklanoma City—House of Wren 
Tulsa—Scott-Rice Co. 


OREGON Eugene—Koke-Chapman Co. 
Portland—Kubli-Howard Co. 


PA. Allentown—Royal H. Eckert, Inc. 
Harrisburg—Cole & Co. 
Lancaster—H. G. Bancroft 
Philadelphia—A. Pomerantz & Co. 
Pittsburgh—General Off. Equip. Corp. 
York—H. G. Bancroft 


S. C. Columbia—A. Hines McWaters 
S. D. Sioux Falis—Midwest Beach Co. 


TENN. Chattanooga—Commercial Staty. & 
Sup. Co. 


Nashville—Hessey Prtg. & Staty. Co. 


TEXAS Corpus Christi—John H. Yochem Co. 
Dallas—Clarke & Courts 
Stewart Office Sup. Co. 
El Paso—Norton Brothers 
Fort Worth—Stafford-Lowdon Co. 
Houston—Clarke & Courts 
Wilson Stationery Co. 
Lubbock—The Baker Co. 
San Antonio—Maverick-Clarke Litho Co. 


UTAH Ogden—Weber Off. Supp. Co. 
“= Lake City—Utah-idaho School Sup. 
0. 


WASH. Bellingham—Grigg’s 
Everetit—Prieb’s, Inc. 
Seattle—Bank & Off. Equip. Co. 
Spokane—John W. Graham Co. 
Tacoma—Puget Sound Off. Eq. Co. 


wer. Green Bay—Stuebe Binding & Prtg. 
0. 


LaCrosse—Swartz Off. Sup. Co. 
Madison—Frautschi’s, Inc. 
Milwaukee—Forrer Equip. Co. 
Oshkosh—Scharpf’s, Inc. 


CAM. Calgary—N. W. Whisle. Furn. 
Vancouver—Brownlee Off. Outfitters, Ltd. 
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The Leopold Company: crisp new design in office furniture 


The Template Group combines a clean, almost 
delicate design with the rugged durability that has 
been characteristic of Leopold desks for over 86 
years. Like any of the cabinets pictured, each 
component is functional when used alone, or may 


be combined with others in the group. 


lo make this advance styled furniture affordable even 





for the general office, it is being factory produced in 
Y i P el In addition to cabinets and double pedestal desks, 
quantity. You may obtain a free illustrated brochure Sin Ceniahile Grate tedledas douiie wal 


from the Leopold Company, Burlington, lowa. level L desks, conference desks and chairs. 


The group is now on display at dealer showrooms listed on the facing page. 
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ASE desks 





make work a pleasure...efficiency a habit.. 


and keep their good looks for years 





You'll be proud of this furniture for a long, long 
time. Proud of its looks and, equally important, proud 
of its fine quality, careful attention to detail, and cor- 
rect design that helps lighten work. You’ll like the 
smooth work tops that stay smooth . . . desk drawers 
that operate easily, quietly. You’ll appreciate the 
rounded, smoothly finished corners on desks and chairs 

. . nothing to snag a nylon or scratch a shoe. And the 






lustrous finish, Bonderite protected, will hold its color 
and gloss for years with a minimum of attention. 

In the ASE line you have a wide selection of styles 
and finishes, matching colors or harmonizing tones, in 
desks, chairs, credenzas, filing cabinets. Ask your ASE 
dealer to show you why you get more for your money 

. in beauty, efficiency, and long life . . . when you 
buy ASE furniture. See him soon. 





ALL-STEEL EQUIPMENT Inc., Aurora, Illinois 


Desks - Chairs + L-units - Crede#, is » Tables 
Bookcases « Filing Cabinets + Storage Cabinets 


